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TWO merchants in New York for 
the Fall Opening Shoe Week, put an 
emphasis on the right spot. Al Gude 
of Los Angeles said: 





PROFIT 














“Nothing is more important at 
this time than the necessity of a mer- 
chant making a profit; because on 
that fact depends the progress and 
prosperity of the shoe industry.” 

Paul Crawford of Dayton, Ohio 
said: 

“Salesmanship is the power to 
persuade the buying public to pur- 
chase your product at a profitable 
price—a profit in use and satisfac- 
tion to the public and a profit in 
money to the merchant.” 

These two remarks were made on 
the same day that 400 men, college 
students, were invited to dinner by 
Alfred P. Sloan, Jr., Chairman of 
General Motors, and in the forum 
held at the New York World’s Fair, 
this question was submitted by a 
student: “Is there any substitute for 
the profit motive as a vital force in 


stimulating progress? It was an- 
swered by the following: 

Dr. Ernest M. Hopkins, president, 
Dartmouth College: “I think the an- 
swer to that is largely in the fact 
that intelligent self-interest is per- 
haps the greatest motivating force 
for progress and the important word 
in that is intelligent. I think the 
profit motive is an incentive and un- 
til we get a better human race it will 
be the greatest incentive. I think 
the force of this motive remains the 
same as formerly.” 


Charles M. Kettering, vice-presi- 
dent, General Motors Corporation: 
“I think we should call it the profit- 
and-loss motive.” 

General Hugh S. Johnson: “If 

there is any other motive it never 
has worked in the history of the 
world since Adam and Eve.” 
JOE HELLERMAN of the War- 
saw Shoe Corporation, Warsaw, 
Ind., says: 

“Leave Labor Day just as is. Un- 
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less we quit ‘group’ interference, we 
won't know what will happen next. 
The merchants want to change the 


=~ \'M AGIn iT! 


date of Labor Day; then the church 
will want Christmas to fall some 
time in July; perhaps another group 
will want Easter to fall in No- 
vember.” 
A * as 

HE ERBERT MARCLS, SR., presi- 
dent of Neiman-Marcus Company, 
Dallax, Texas, said at the conven- 
tion of I. Miller retailers last week: 

“Retailers need their top grade 
resources more than the resources 
need them. We definitely feel an 
obligation toward our quality re- 
sources, and I believe we have had 
occasion to demonstrate this belief 
concretely. Some retailers say they 
can’t do a business on quality shoes, 
but we find we can’t sell lower 
priced shoes. We had two lines of 
shoes, one at $14.75 and up and one 
at $8.75, similar in character and 
styling. When we brought the lower 
price line up to our forward stock 
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and made them as available for our 
clerks to sell as the higher priced 
similar shoes, we found that 60-pair 
runs of the $14.75s in a certain pe- 
riod were 90 per cent sold, while in 
the same period the $8.75 shoes 
were only 2 per cent sold. 

“Merchants need to do a better 
job of analyzing their customers’ 
needs in fine shoes and other quality 
merchandise, and then must con- 
vince themselves that “You can have 
any clientele you want to—dare to 
handle more fine merchandise—fine 
shoes, large stock of sizes—diversi- 
fied and interesting.” 








CARL BURGSTAHLER, head of 
F. E. Foster & Company, is proving 
that he believes in cooperating with 
the National Shoe Retailers Asso- 
ciation—of which he is president— 
in its plans for costume coordina- 
tion. Costume coordination has 
been made the chief theme in sev- 
eral recent advertisements and pro- 
motions by the store with one 
of the outstanding ones reading: 
“Your Costume Coordination, of 
course, will begin with Shoes by 


Foster.” 
2 . . 


THE shortage of leather supplies 
is being felt to an increasing de- 
gree by Great Britain’s boot and 
shoe industry, particularly for the 
heavier types of sole or “bottom- 
ing” leathers, says a report from 
Consul James R. Wilkinson, Bir- 
mingham. The bulk of the available 
domestic supply of these types of 
leather is now being used for ser- 
vice footwear manufacture and 
other leather needs of the govern- 
ment. Less stringency exists in con- 
nection with the supply of lighter 
leathers for boot and shoe uppers, 
and certain lightweight sole leath- 
ers, since these types are not re- 
quired in service footwear produc- 
tion. Trade sources express the 
opinion that the chortage of the 
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—That the loudest noise ever re- 
corded was an eruption of Kraka- 
tao, a volcano in Sundra Strait . . . 

—That a century and a half ago 
(1790), when the first American 
census was taken, the entire popu- 
lation of the country was only a 
aes larger then that of Chicago 
t cee 

—tThat U. S. estimates hold that one 
soldier and his equipment requires 
71/2 tons of shipping, that 13 to 40 
tons of shipping are needed to 
supply him for a month... That 
shows the tremendous task of ex- 
a an expeditionary force ... 

—That during the past year Amer- 
ican commercial planes carried 
2,028,817 passengers without acci- 
dent—setting a new record in vol- 
ume as well as safety . . 

—That 150,000 islands fringe the 
cliff-bound coast of Norway 

—That estimates give 67.5°/, of Nor- 
way as mountains; 3.6%, as culti- 
vatable and 20%/, forest or poor 
grazing land? 


a 


President 





heavier types of leather will become 
more severe as the war proceeds. 

~ * . 
FRANK E. BALLOU of Provi- 
dence, R. I., says: 

“I am 100% in sympathy with 
the editor’s outlook relative to 
Labor Day as a selling symbol. The 
article hits the high spots and it 
would be a great thing for the Sum- 
mer resorts, as well as the mer- 
chants, if Labor Day could come 
on the third Monday instead of the 
first. The seasons are altogether 
too short with the uncertain weather 
conditions, and when we started in 
the latter part of September, it 
would really be the beginning of 
Fall and there would not be that 
long spell of dull business between 


the beginning of school and the lat- 
ter part of September. Then again, 
it would give us a longer white 
season for Summer shoes, if school 
lasted up to the first of July. You 
see, the problem is, Labor Day 
would be the first legislative act on 
the part of Congress, also of the 
States, and then the School Com- 
mittee would have to decide when 
school should begin. In other words, 
the first barrier would be Congress, 
the next the States and finally, the 
School Committees’ decision. 
“This, as I see it, would not be 
an easy problem to overcome but 
the idea is a good one and should 





be hailed by all retail merchants 
and Summer vacationists. It does 
seem sometimes that the seasons 
in this neck of the woods have 
changed, between the late Spring, 
owing to wet weather and cold 
which makes the buying season be- 
tween the Spring and Summer ‘very 
short,’ hence the market is flooded 
with mark-downs immediately after 
the closing of school. This, of 
course, cuts down the profits and 
makes it very hard for merchants 
who sell seasonable goods to make 
any real money and prolongs the 
Summer buying up to the third 
Monday in September, which would 
be a week before school begins.” 
- + * 


6*THE man who wasn’t there,” 
they tell us, “bought a car”—and 
where did he park it? “In a mi- 
rage!” 

Well, at long last, a shoe has been 
built of transparent, supple plastic, 
every toe visible, in a material called 
Vinylite, ‘produced by the Carbide 
and Chemical Corporation. In this 
year of unusual shoes, there is no 
telling what, when and why! The 
material is far from being in its 
perfect state, but it is translucent. 

* * * 
INDUSTRY Committee No. 6 for 
the shoe manufacturing industry 
has been dissolved by order of Col. 
Philip B. Fleming, wage-hour ad- 
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ministrator. Having previously rec- 
ommended a minimum wage of 35¢ 
an hour, the committee’s functions 
have been completed, Colonel Flem- 
ing explained in announcing its 
dissolution. 








BD AVID R. BRADY, shoe inventor 
of real parts, has the satisfaction of 
playing a safety part in the base- 
ball and football world. He has 
designed a new “cord-tip” safety 
cleat—because there have been too 
many serious accidents with the old 
metal spike. This dome-like cleat is 
as close to being injury-proof as 
anything can be. You may have 
seen it in Time or News Week. 
There are fourteen cleats to a pair 
‘of shoes and it’s Big League stuff in 
baseball and football. 


* * aa 


ART follows industry with amaz- 
ing speed for in the AMERICAN 
ART TODAY Exhibit at the New 
York World’s Fair, in the glass 
rotunda, is a statue of a modern 
miss wearing wedges. . . . So that a 
future posterity can exclaim with 
amusement or derision: “Did they 
actually wear things like this back 
in ‘40?” Make no mistake about it, 
wedges were conspicuous on open- 
ing day at the New York World’s 
Fair, proving that “fair feet” will 
try most anything to keep in style 
and hope for comfort. 


* * - 


AS a preface to the Fair opening, 
the Du Pont de Nemours Company 
staged a demonstration of how 
Nylon thread is made, to be later 
knitted into hose. Just to show the 
feminine influence, many of the big 
men in industry who attended the 
meeting made doubly sure that they 
took home with them a pair of 
Nylon hose as a souvenir. 
* . _ 

THE sstandard pattern British 
Army boot now being manufac- 
tured at the rate of 260,000 pairs a 
week is in the stock sizes from No. 


2 to No. 13, with three fittings to 
each size. Those with unusual ir- 
regularities and slight deformities 
have boots made to measure. The 
footwear for women serving with 
the forces ranges from sizes 2 to 8. 

A new pattern measuring stick is 
now in use which bases the size 
required on the length of the foot. 
Previously, particularly when the 
first Militia groups were called up 
for training, there were complaints 
of misfits. 

Exhaustive tests resulted in the 
specification of a more pliable 
leather, which has not only in- 
creased the ease of the boots but 
also lightened them in weight. 


” * * 


THE National Girl Scout News 
says that a typical American girl 
buys an average of four and one- 
half pairs of shoes each year, ac- 
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cording to the returns of a general 
questionnaire recently made public 
by a magazine which is published 
for all girls by the Girl Scouts of 
the United States. 

Copies of the questionnaire were 
submitted to the 170,000 readers 
and 25,712—or 15%—teplied. Ex- 
tremes in the replies to the question 
on shoe buying ranged from the 
173 girls who bought only one pair 
a year to 443 girls who bought more 
than ten pairs a year. There are 
2262 who bought from seven to ten 


pairs a year. 
* a 7 


HE EARD at the McAlpin: “Sure, 
our shoes have been given the sani- 
tary process.” “What's that?” asks 
the buyer. “Well, I think it’s got 
something to do with waterproofing. 
At least I guarantee these shoes from 
leaking.” 





"She said she just wanted to browse around.” 





CALIFORNIA calls them “Patio Shoes,” but they will 
be worn this Summer on New York penthouse terraces, 
in Texas gardens and at backyard supper parties. In 
fact, in every place which calls for color in shoes and 
where the wearer's outfit needs a little more distinction 
than the usual run of play shoes. 

Patio frocks to go with these shoes came from an 
incredible source. An adventuresome Hollywood de- 
signer took a South American trip, brought back grave 
clothes from ancient burial grounds and from them 
designed some very gay things. 

Early Summer breezes blow new life into the shoe 
business with these and a much wider variety of prac- 
tical outdoor informal footwear, much more so than 
ever before. 

There is a diversity of patterns and materials for 
patio wear, as well as for the beach, resort, travel and 
even for going to the ball games. 

“When you go out for a weekend of play, be sure 
your feet play along with you,” says Adrian, Metro- 
Goldwyn-Mayer’s ace designer. 

He emphasizes to the movie folk a fact long known 
to shoe men, that no longer are the plain white oxford 
or the old-fashioned “sneakers” enough for vacation 
clothes. Now, there is a shoe for every outfit, and a 
color for every shoe. 

On the M-G-M lot, Ann Rutherford finds that white 
duckskin open toe wedges with blue trim set off her 
white Lastex bathing suit. For her blue linen crash 
play dress she not only has a matching hat but match- 













Left: Rita Hayworth, Metro-Goldwyn-Mayer actress, 

wears white wedges, trimmed and tied in red, by Joyce, 

with her colorful deep red, white and royal blue Balinka 

printed skirt and royal blue blouse. Her “doughnut 
knot” turban matches the skirt. 


Below: Carol Landis, star in Hal Roach-United Artists’ 

“Turnabout”, is wearing Brown Shoe Company's 

“Breezies”, a striped, wedge sandal, with her gay, palm 
leaf print pajamas. 


For Summer 


ing shoes as well, made from the identical material. 
On the other hand, little Gloria de Haven, who will be 
seen with Joan Crawford and Frederic March in 
“Susan and God,” likes leather wedges in bright purple 
with yellow heels and laces. Other favorites of the 
stars are the linen play. shoes with vari-colored polka 
dot heels and soles with ankle straps in the dotted silk. 

But wherever you lock, there is a shoe for every 
slack suit—for every tennis dress—and for the shorts 
ensemble. 

Call them play shoes, patio shoes or what you will. 
shoes of this informal, casual type are being considered 
a year around proposition by an increasing number of 
satisfied wearers. This is commencing to be true in 




















other parts of the country, just as it has been in South- 
ern California for several years. 

More patterns, more materials are used in these 
shoes, so a wider range of wearing possibilities are 
opened up. Even now shoes of this nature are being 
made with higher heels that are truly Spectator shoes 
in every sense of the word. 

Buyers who have carefully studied this current phase 
of shoemaking are of the opinion that shoes of this 
general category will be in an increasing demand for 
years to come, with a surety of something new and 
practical being added as spice to the selling. One 








buyer who last year had one play shoe pattern eight 
ways this year has eight patterns 30 ways and wishes 
he had had more at the start. He has increased his budget 
on the conviction that women want comfort in shoes, 
as well as color and good looks. 

Right now the top grades are so scientifically made 
that many reputable doctors are recommending that 
their patients wear shoes of this nature for part of 
the day at least. : 

These shoes are now accepted by buyers of high 
price footwear and the popular price buyers, alike. 
Consumers can find them in various price ranges. 


Informality ... 





Above: Rita Hayworth, here, wears a three-piece play 
dress. The shorts are in a golden tan with brassiere 
bodice in a rich henna embroidered in blue, white and 
gold. Over her shorts she wears a very wide skirt of sky 
blue. Her entire ensemble is in cotton, even her em- 
broidered shoes by Swan are of double thick white pique. 


Right: Linda Darnell, 20th Century-Fox star, is very sea- 
going in this peasant dress with fitted bodice and full 
skirt trimmed with contrasting bands of color at the 
hemline and in the striking octopus-starfish print. Her 
two-tone shoes from Swan carry out the costume colors. 


Call Them Patio Shoes, Play Shoes or 


Merely Casuals, Styles Like These Fill a 
Growing Field for Colorful, Comfortable 


Footwear Having Real Fashion Distinction 





by HARRY R. TERHUNE 
















































season of helping customers to understand and appreci- 
ate that both active sport and spectator shoes (the fa- 
miliar types) are needed in every wardrobe, and that 
the play shoe is a plus shoe, not a substitute. It is im- 
portant that the customer find guidance as to “what 
shoe to wear with which” in your displays and adver- 
tising. This need is apparent in clothes as well as in 
shoes. 

On April 14th Macy’s ran an ad captioned “Sporting 
Legs.” Copy read, in part: “Don’t teeter on the tee. 
Don’t let any high-strung trout catch you casting in 
sneakers. Don’t disappoint your dog with the wrong 
kind of heel prints.” Then followed illustrations of 
seven kinds of legs, with descriptions of proper apparel 
and shoes. The descriptions have been abbreviated but 
the list was as follows: Golf legs: flannel skirts, driver 
sole golf shoe; sea legs: sailing blue denim slacks, rope- 
sole sneakers; tennis legs: rayon sharkskin tennis 
shorts, professional tennis sneaker; riding legs: cotton- 
and-wool covert jodhpurs, calfskin jodhpur boots; 
strolling legs: short checked flannel skirt, Norwegian 
type moccasin shoe; blackgammon legs: check slacks, 


SPOTLIGHTING 
SUMMER 


FAR-SIGHTED retailers recognize the importance this 
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SPORT SHOES 





No shoe promotion planner can complain of any 
lack of interesting material to work with this 
Summer. With so many types of shoes to think 
about, the season’s slogan might well be “Getting 


More Right Shoes Sold.” 


by R. E. ANDRUSS 


Shoes covering the round of an entire Summer's 
day can be shown in this simple setting that can be 
developed into a turntable. The circular plateau 
is of wall board, divided into four quarters. Small 
dolls or figure cutouts can be used to illustrate 
costume tie-ups. 


imported dug-out capeskin sandals; rod and line legs: 
flannel short slacks, draw string domestic capeskin play 
shoes. 

Turning to a Bloomingdale ad captioned “Get away 
from it all” we read: “Big urge for outdoor sports. 
Outdoor hobbies take special clothes. We have them. 
Wild or mild colors. New tricks (note bislacks).” 
Shoes are not included in descriptions, but sketches 
show proper shoes for wear with several different cos- 
tumes, including: Tee-off, a golf dress; Digger Duds, 
for gardening; Early Game, for tennis; Arch Archery, 
for archery; Hit the Trail, for hiking; Fish Story, for 
fishing; Bislacks, for bicycling. 

With their ad “What’s that I smell? Fresh air?” 
McCreery’s copy continues: “Yes, clean fresh air again! 
And there’s sun for your pale face and a little mud for 
your shoes. There are buds to get excited about and 
even a flower or two. But best of all, there’s the smil- 
ing freedom of casual country clothes . . . These for 


a wonderful example. Come on, city girl. Get ready. 
Get dressed. Get out of doors.” With several outdoor 
costumes they feature sidesaddles in white with brown 


elkskin. 
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Promotions in the same vein can be built around the 
following captions: 


For every fun afoot this Summer 
Come to Store Name’s Sportsway 
For the right shoes. 
Be sure to wear sport shoes that let you play in comrort. 
Ready to keep going, after hours out of doors. 
It looks smarter, and is smarter, to wear the right sport 
shoes. 
Look as gay as a lark—and feel it. 
Wear shoes that help you to come through smiling. 
Enjoy the smartness of APPROPRIATE shoes. 
In the game of love, a girl can’t win if her feet are 
“killing” her. 
How to get more fun out of fun. 
Be blithe and gay the livelong day. 

There’s another nice distinction to be drawn between 
informal and casual clothes and shoes, and perhaps 
this is a spot where great diplomacy is in order. For 
example, a woman dressed smartly informal for the 
country club, or for a summer’s afternoon, generally 
would wear a costume exemplified by a cool, frosty 
white pique dress, a large hat (or none), and a touch 
of color in her bag and white shoes. The shoes might 
be even the favorite of many summers, brown and 
white. That woman would out-shine the woman who 
tried to be casual (instead of informal) and merely 
looked careless. Even the play costumes using the re- 
movable skirt need two pair of shoes—the play shoe 
(perhaps a beach shoe for sand loafing) and an infor- 


mal spectator for street wear, when she dons the skirt. 
Put another way, a suburban housewife, or even a 
city housewife, might do her neighborhood shopping 


Summer shoes can be dramatized 
as to their cool and comfort fea- 
tures in this setting that uses an 
enlarged thermometer in white 
against a blue back panel. The 
figure can either be a cutout or a 
display model costumed in a Sum- 
mer outfit. 


in casual play clothes. In the suburban or resort town 
she might even go to the movies thus attired without 
feeling conspicuous. But if you have seen the sights 
of some of these places, you will understand why most 
women would prefer to be more careful about their 
appearance. So let your promotions DRAMATIZE 
THE CORRECT use of spectator and casual or play 
shoes. 

Consider the classics—the shoes you have to have. 

A truly chic woman KNOWS the importance of correct 
shoes. 

So many shoes! Don’t be confused. 

For popularity and romance, wear the right shoes. 

Summer shoes for busy feet—for recreation—for re- 
laxation. 

An angle to be considered and handled with care is 
that of encouraging the foot-supporting shoe, the cor- 
rectly fitted shoe, for long hours afoot, or for active 
sports generally, without treading too much on the toes 
of the play shoe department selling novelties over the 
counter. 

Of course sports and spectator shoes should be pro- 
moted in all special tie-ups possible, such as holidays 
Decoration Day, Fourth of July, Father’s Day. Also 
local events and occasions. National Cotton Week is 
important, because cottons are very important from the 
fashion angle. Bride’s wardrobes (and bridegrooms) 
include sports and spectator and play shoes. (And 


there are many weddings in August as well as in June.) 
[TURN TO PAGE 36, PLEASE] 





BOOT ann SHOE RECORDER, May 18, 1940 


The Damascus type with deep 
Orsay line, snake - trimmed 
heel and platform sole. 


Novelty heel that fits perfectly 

into the design of this youthful 

little casual shoe. Note saddle 
stitching. 


Square, snub toe gives illusion 
of shorter vamp on this antiqued 
reptile pump with popular type 
of novelty heel. Turkish toes 
ere being shown also in a 
limited way. 

Plastic heel and throat orna- 

ment in stepin with small elas- 

ticized area at throat. Another 

version of the d'Orsay. 


In a Season of Striking Nevelties, Good Taste 
and Good Sense Still Rule the Shoe Market. 
Flattering in Design, Light in Weight, Com- 
fortable in Fit, the New Shoes Point to Profit. 


Attractive variation of sabot 
strap. Sabots are seen also on 
high-heeled shoes. 


High standing pump ornaments 
vie with flat ones. The high 
ones have been gradually com- 
ing in for several seasons. 
Among them, the cut steel 
buckle has high style appeal 


Braid trimmings and side laces 
are two important treatments 
on new footwear for Fall. 


The little girl pump is still in 
the picture and so are ruching 
and ruffied bows. 


made of a transparent plastic. 
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STYLE SANITY 
Prevails at New York Openings 


LAST year at this time the slogan in the shoe business 
was “Shoes are shoes again.” And most of us heaved a 
sigh of relief. This year there are shoes that are shoes 
and there are shoes that lead to comparisons with the 
millinery trade and the cabinet maker’s job. An epidemic 
of novelty heels is the cause. Heels have assumed weird 
and diverse shapes from gnarled tree trunks to dough- 
nuts. They have stipulated designers, irritated manu- 
facturers, bewildered merchants and will delight a cer- 
tain novelty-minded portion of the consuming public. 

Some of them—the best of them—are attractive as 
well as new. Very much opened-up high wedges on 
dressy sandals have a grace and charm on the foot that 
should make them popular with all style-minded women. 
14/8 and lower wedges on casual street and walking 
shoes are also worth serious consideration for the same 
type of customer. In this lower heeled novelty group, 
the ski, sledge or hassock heel, is especially attractive 
and adaptable to the currently popular monk stepin, 
soft and youthful in material and appearance. Saddle 
stitching on the heel carries out the design of the stitched 
panel on the vamp. Snake trimming is applied effec- 
tively on heel and vamp in the same type of low-heeled 
shoe. 

There are many other kinds of novelty heels and heel 
trimmings, a number of which are illustrated herewith. 
You have seen them and more besides. You have seen, 
not only the ski, the sledge, the Turkish, the hassock, 
the suspension, the shankless, the illusion, the solid 
wedge and the wedge with the window, the Lucite and 
Lucite-trimmed, but also the old familiar Dutch boy and 
the pyramid. Some of these, especially the last two, are 
becoming classic. Probably some of the newer heels 
will get into that taken-for-granted group after a season 
or two. If, and when they do, it will be because they 
really appeal to Mrs. Average Customer, not just to 
Mrs. or Miss Novelty or High Style Customer. 


WE can give only one answer to the question “What 
do you think of these new heels? What would you buy 
yourself?” We say, “We should certainly go light on 
novelty heels. And we should never buy a shoe with 
a novelty heel unless we thought the heel looked really 
attractive on that particular shoe. There are enough 
such shoes on the market for you to be able to steer 
clear of novelty just for novelty’s sake regardless of 
how ugly or eccentric the result may be. We still believe 
that women like to have pretty, graceful looking feet. 


by ELEANOR M. RUTLEDGE 


The great majority of the Fall shoes are attractive 
and flattering. We have never seen a more varied collec- 
tion of pretty and distinguished looking pumps. Trim- 
ming includes many kinds of bows and ornaments, some 
standing well up on the instep, some lying flat and low 
on the vamp. Appliqués of snakeskin and braid are 
popular in the latter group. The wide low d’Orsay line 
is new looking and appealing on some of these pumps. 

The stepin—lower than the slipon—has many of these 
trimmings. The slipon, high-riding and flattering, to- 
gether with the pump, is still number one silhouette for 
Fall. Elasticizing is exceedingly important in both 
these types. The d’Orsay line, typical of many of the 
Fall shoes, gives lightness and flattery to this classic 
pattern. We have illustrated it here in a revival of the 
Damascus type, a high style favorite of a few seasons 
ago. The more staple treatment has a less extreme 
d'Orsay line, and trimming of some sort up the vamp. 
Dressy oxfords show the same d’Orsay influence and 
are opened-up in shank and vamp. High-heeled san- 
dals with narrow straps and sabots on both high and 
low heels, with interesting variations on the perfectly 
plain broad strap, are seen in all lines. 


THE smart low-heeled walking shoe with bootmaker 
finish is one of the most important types of the season. 
The manufacturers of country walking shoes have used 
this treatment on a variety of patterns—oxfords, ghillies, 
stepins and monk patterns. A beautiful hand-stained 
finish is being used by one high grade manufacturer. 
In a more casual shoe, peasant in inspiration, a ski boot 
leather makes a wonderfully waterproof shoe. This same 
maker uses genuine seal for another sturdy but flexible- 
soled shoe. 

Play shoes, of course, are also being shown. They 
will be worn in the country, around the house, on the 
campus, and at Fall and Winter resorts. A very native 
design, primitive its makers call it, is being shown by 
one leading play shoe house. Its wide, cobble-stitched 
sole and shaggy materials should make it an ideal cam- 
pus shoe. 

Open toes are taken for granted, even up to 80 per 
cent, according to one manufacturer. Open backs are 
limited to a fractional percentage, but they are not 

[TURN TO PAGE 56, PLEASE] 















































































WHILE commodity industries like the leather industry, 
which are characterized by large inventories and a heavy 
proportion of capital in such inventories, have always 
been deemed a safe haven for the protection of capital 
under war conditions, there is nevertheless real danger 
of the flight and loss of capital whenever finished leather 
prices fall short of current replacement cost, according 
to Irving R. Glass, economist for the Tanners Council 
of America and one of the principal speakers at the 
Spring meeting of the council, held last Thursday and 
Friday at White Sulphur Springs, W. Va. 

Mr. Glass pointed out the somewhat paradoxical fact, 
which he supported by the actual experience of the in- 
dustry during and after the World War, that tanning 
losses in the past have actually been incurred when 
prices were heading higher rather than on the way 
down. “If leather consistently lags behind raw mate- 
rial,” he declared, “if replacement is fiction, not fact, 
then a rising market which lasts long enough can bank- 
rupt a company. Cumulative operating losses will 
absorb all liquid capital and at the end of the cycle the 
producer will be heavily in debt and have only nominal 
title to the inventory.” 

Disclaiming any desire to be an alarmist, Mr. Glass 
declared that it is now fully realized by the warring 


War’s Potential 


HAROLD CONNETT 
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“ VV HILE the pattern of this war may differ 

widely from the last one, it is not unreason- 
able to anticipate that eventually it will create an 
advance in the domestic price level. No one is 
sufficiently omniscient to be able to predict when, 
how or to what extent this may come about. All 
we can do is to recognize the possibility and be 
prepared to meet it as best we can. A slow, grad- 
ual rise would be better for all concerned than the 
pyrotechnics witnessed at the outbreak of the war, 
and I believe much can be done by the aggregate 
action of sound individual thinking to cushion 
the shocks and make major movements in either 
direction more gradual and consequently less up- 
setting to the industry’s system.” 


From an address by Harold Connett, Chairman of the 
Board of the Tanners Council of America, at the Spring 
Meeting at White Sulphur Springs, W. Va., May 9, 1940. 


- 


powers and the potential combatants that “full blown 
war on the 1940 scale will exceed the last war in cost 
and destructiveness almost beyond comparison. He 
pointed to the present debt position of almost every 
country in the world and went on to say: 

“We know that every great war in the past has been 
accompanied and sometimes followed by more or less 
severe price inflation. The responsible factors are in- 
herent and operating in the present conflict. Potenti- 
ally, at least, the results may equal in magnitude the 
inflationary effects of the Napoleonic wars or the World 
War. Whether price control through ever wider gov- 
ernmental regulation can suppress these factors, whether 
price control can succeed in keeping prices, costs and 
purchasing power balanced, are questions that remain 
to be answered. 


S6JHE experience of this industry between 1914 and 
1920 or even in remotely comparable price cycles dem- 
onstrates a peculiar fact. Losses are not incurred as 
the result of price decline; they are only uncovered 
then. Actually, the losses that are coupled with extreme 
price fluctuation have been incurred when the price 
trend was upward and there seemed to be every apparent 
reason for optimism. This may sound paradoxical and 
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Effects on 


Priees and Profits 


Tanners’ Council Economist Analyzes Possible Consequences of an In- 


flationary Movement and Emphasizes Importance of Protecting Basic 


Capital by Avoiding the Losses Due to Lag of Prices Behind Replacement 


it may well be to any one not in the tanning business. 
For example, a dealer who operates in a rising market, 
buying hides or skins and reselling to tanners can 
realize profits, actual cash profits. Tanners, however, 
do not operate liquid enterprises, one of their principal 
assets is the ability to sell and deliver leather year after 
year, season after season. In order to maintain this 
asset, to manage going and continuing enterprises, tan- 
ners must carry the ball and chain of inventory. 


66 INCE a large proportion of tanning capital, up- 
wards of 50 per cent, is always tied up in what is for 
all practical purposes a non-liquid asset, the tanner 
undertakes an unusual risk. It is the risk of getting 
less for his leather than he must pay for raw material. 
In itself, that is not an unusual danger; in fact, it is 
the source of all business red ink. The tanners’ posi- 
tion is unusual only in this respect; he is unable to pull 
up stakes, to depart for greener pastures, to abstain 
from continuous risk and even certain loss. 

“Consider the price cycle during and after the World 
War, or the spectacular rise and decline in 1927 and 
1928. While prices were rising, the practice of setting 
original cost against sales prices indicated profits. Ac- 
tually, losses were being taken in terms of replacement 
cost, but these losses were more than offset by book ap- 
preciation of inventory. When the price trend reversed 
itself, the tanner may have been left with exactly as many 
hides or skins, but now the inventory profits were washed 
out and all that was left were real losses from failing to 
obtain replacement on the way up... . 


66 ALTHOUGH I have not yet mentioned last-in, first- 
out, you will agree this is a logical point to drag it in. 
All I want to say is don’t think of last-in, first-out as an 
accounting matter, a technical problem, something for 
your auditors to fret about. Regard it simply as one 
way of looking at management’s fundamental problem 
in this era, the problem of protecting your basic capital. 
Goods sold today must be replaced today. Prices must 
be consistent with costs or else you sacrifice capital. 


Last-in, first-out is a method for knowing whether or 
not you are protecting your capital, whether or not you 
have cut through the costly illusions that have paved 
the way for disastrous losses in the past.” 

Harold Connett, chairman of the board of the Tan- 
ners Council, referred briefly in his address to the hap- 
penings in the industry since last October, when the 
council met in Chicago, and to the present situation in 
the leather markets. Conceding that the leather industry 
is the kind of industry that is certain to suffer periodi- 
cally from headaches, Mr. Connett added: “But I do 
honestly feel that the industry is to be congratulated on 
the sensible way it has conducted itself during these 
hectic eight months. Last Fall inventories moved rap- 
idly from our hands to those of our customers, prices 
of raw material gyrated wildly, skyrocketed and fell. 
No wonder we have had headaches! But, through it all, 
a few fundamentals were seldom lost sight of. You 
realized that sooner or later mere inventory profits 
would be followed by inventory losses and made a 
determined effort to price your goods accordingly on 
replacement. You realized that buying in excess of 
requirements would later be reflected in stagnation of 
new business and endeavored to plan your production 
accordingly. 


*¢AT the same time you realized that over-optimistic 
booking of leather usually results in non-fulfilment of 
some contracts and you exercised reasonable restraint 
in your sales policy. I think it is fair to say that our 
industry did not suffer in respect to unwarranted cancel- 
lations and returns during the recent recession to any- 

where near the same extent that it did in 1937... . 
“While the pattern of this war may differ widely 
from the last one, it is not unreasonable to anticipate 
that eventually it will create an advance in the domestic 
price level. No one is sufficiently omniscient to be able 
to predict when, how or to what extent this may come 
about. All we can do is to recognize the possibility and 
be prepared to meet it as best we can. A slow gradual 
[TURN TO PAGE 34, PLEASE] 
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OUTLOOMN 


“i Want to be Different” 


A DEFINITE air of fantastic shoes is in the making. 
Don’t be surprised—for anything that women see or 
want may come into the shoe picture. 

Just as hair treatments have led to hats that are 
fanciful, frivolous or foolish, so, too, the shoes play a 
part in the extremes of dress now imminent. All the 
nice talk about coordination of costume, color harmony, 
standards of taste, etc., are off the list for a time. Just 
as hats are ornamental, so, too, will shoes become foot 
millinery. It isn’t always a case of adding to a wo- 
man’s beauty, for the theme back of it all is: “I want 
to be different.” 

Veterans will remember the same behaviorism back 
in the first World War days, when—without rhyme 
or reason—high kid and high fabric boots swept the 
world because legs had suddenly become interesting. 
Deep students of the behaviorism of human beings in 
time of war say that these fashion outbursts have 
something to do with sex. Be that as it may, it is one 
of those hidden habits of women—to bring forth all 
their charms at a time when the world is in a mad- 
house of murder. 

Did you ever in your life see such a weird and won- 
derful collection of heels? And we're only at the be- 
ginning of an era when there are no rules to fashion 
as it applies to head millinery or foot millinery. 

The important thing, however, from the merchant 
point of view is that if women want these unusual 
things, they should be paying unusual prices for them. 
Lilly Dache, one of the outstanding designers of wo- 
men’s headgear, was interviewed in the Dache Building 
in New York by John Erskine and the story appeared 
in Liberty Magazine: 

“‘*Nobody can dictate a fashion. That is only a 
popular superstition. Women will try anything if they 
see that a given style makes another woman more inter- 
esting than they are. But if the experiment doesn’t 
produce good results, they abandon it.’ 

“I asked Miss Dache the percentage of the cost of a 
hat which should go to pay for the genius which de- 
signed it. 


. 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


“Oh,” she said, ‘a very large part indeed. That is 
understood! Any one knows the materials cost little.’ 

“Fifty per cent of the price?” 

“ ‘Oh, much more.’ 

“Seventy-five per cent?” 

“*In most cases still more.’ 

There you have it, right out in print, the ratio be- 
tween the cost of making a hat and its selling price. 
All of us have known that a little bow of ribbons and 
a feather represent a low ingredient cost in comparison 
to the hat millinery selling price. 

Well, maybe we are up to the point where shoe men 
and merchants who are selling foot millinery have got 
to consider the new footgear from the viewpoint of 
what it will bring and how high a mark-up it will stand. 


” 


IT is obvious that you can’t sell this perishable fruit 
of fashion at a standard mark-up. You are going to 
be caught with foot millinery left-overs and you know 
what they do in the millinery field. They tear them 
up and burn them rather than spoil the market for 
the next lot. 

Some ingenious merchants took those wooden shoes 
that they bought a year ago and painted them bright 
red, blue or green. They advertised them as “garden 
shoes” and thereby found a sale for a fad stock of 
an older vintage. 

Remember, it is very important that businesses make 
profits in times like these. Not every city, town and 
hamlet can sell foot millinery down to the last pair. 
Already the map is pretty spotty on where wedges 
don’t sell. Certain places are not geared up to them in 
fashion speed and in some cases stores only a block 
apart are in or out of the selling breeze. 

The important thing is to approach foot millinery 
with a true millinery appreciation of how to buy and 
sell—with a complete covering profit. 
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The Buying Center for Fall Shoes . . . 


MIDWEST SHOE FAIR 


NETHERLAND PLAZA HOTEL 
CINCINNATI 


June 9th, 10th and lith, 1940 








UNIQUE 
In New Crego Store 


Well Known Harrisburg, Pa., Store Strikes a 
New Note in Design at New Location to Which 
Business Was Recently Moved, the First Move 


Since Firm Was Established 30 Years Ago 


THE C. J. Crego and Son Shoe Store, established 30 
years ago at 15 North Third Street, Harrisburg, Pa., 
by the late C. J. Crego, moved recently to its strikingly 
modern quarters at Second and Walnut Streets. 

The founder established the store, now a tradition 
among Harrisburg shops, after five years’ experience 
in the L. W. Cook Department Store, where he main- 
tained an independent shoe salon. 

Byron E. Crego became the head of the firm in 1936 
at the death of his father, and since that time its singu- 
lar place in city merchandising has been enhanced with 
many innovations. Handbags, hoisery and many new 
names in shoes have been added from time to time. 

Mr. Crego is a graduate of Harrisburg Technical 
High School, and also attended Mercersburg Academy 
and Lehigh University. He is a member of Kappa 


INTERIOR 
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The unique note in the 
new Crego store is struck 
by the five foot case which 
separates the men’s section 
from the women’s. Each 
department is designed dif- 
ferently but each blends 
harmoniously with the 
room as a whole. 


TREATMENT 





The men’s department is strictly masculine with its 
leather upholstered chairs and English prints as wall 
decorations. 


Sigma Fraternity, the Rotary Club, Harrisburg Cham- 
ber of Commerce and the Pine Street Presbyterian 
Church. 

The corner entrance of C. J. Crego and Son’s new 
store strikes a warm and modern note with its scarlet 
floor covering, a vivid note against the natural-colored 
pine paneling of the large and airy room. 

The women’s shop is separated from the men’s de 
partment by a five-foot case in natural color with re- 
cessed displays, and with fluorescent lighting. 

In the spacious settings of the women’s salon are 
found such new notes in interior decor as a wall covered 
with plushy taupe carpeting to tone in with the floor 

[TURN TO PAGE 51, PLEas!] 
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“So they called me 
a small town guy, 
2 23 
did they: 
a bs 2. 081 — odd saatiee f 
1 could see the boys didn’t think much of Winooska from the Lunch hour found me walking up the Avenue. I wasn’t out 
moment the boss hires me. “Have the talkies reached that for the air either. “Pardon me, Miss,” says I, stopping a cute 
town yet?” they rib me. It goes on like this for days. Then number, “I'm making a shoe survey. Can you tell me what 
one morning the boss’s memo appears on the bulletin board you like best about those particular shoes you're wearing?” 
announcing a $50.00 bonus to the guy who sells the most “I don't like them,” she bangs back. “What's more, I'm on 
shoes during the month, and they forget all about Winooska my way to exchange them now. Look at these heels! You'd 
and me. “I'll make ‘em change their tune!” says I. think I'd worn them a year instead of a week!” 
its 
pall 
am- 
rian 
new 
arlet 
ored Soon I'd hed five interviews and ten snubs. “Can't jump to Yep, the more women I talked with, the more I found out 
conclusions yet,” thinks I, “but maybe I've got something!” how important Scuffless heels really were. And the more I 
de- That something was the clue the first gal gave me about plugged ‘em to my customers, the more sales I made. The 
, heels. The other four had agreed, too, that heels that result was that I walked off with the $50.00 prize at the end 
h re- wouldn’t check, dent, or scuff were darn important. So all of the month. And now that the boys have quit ribbing me 
afternoon I tap heels to show my customers that ours were and Winooska, I'm going to tell them how they can get more 
n are Scuffless and would look new as long as they wore ‘em! sales, too—just by talking about Scuffless heels! 
vered Tell your manufacturer you want Du Pont Scuffless “pvranem” plastic heel covering on your shoes, too. 
foot lead 
. —Lis 26 Cavalcade of America” eve 
4 OU PON) Du Pont on the Air—Listen to “The | ry 
EAS! J PYRAHEEL Tuesday, 9 p. m. over National Broadcasting Company Networks. 


REG. U. &. PAT. OFF. 


EF. I. DU PONT DE NEMOURS & CO. (INC.), PLASTICS DEPARTMENT, ARLINGTON NEW JERSEY 








raddock-lerrys as dvertising 


YOUR DIRECTEILI 





) 
’ 


CTALINE TO THE POINT 


j iversified 


reatly 


Because of their many lines... But 


ALL ‘eir merchandising has 


POIN |T-OF-SALE 


For Its Structural Base... . . 


JOHN H. WILSON, Advertising Manager, Craddock-Terry Shoe Corporation, 


Lynchburg, Virginia, says: 


“Although our advertising includes National Media, Rotogravure, Newspapers, and 
intensive work with our dealers, we believe that the basic job we are doing with retailers 
in Boot And Shoe Recorder is a most essential one. With diversified lines, such as ours, our 
Point-of-Sale contact is a vital consideration. For, we must keep our present dealers satis- 
fied, well-informed on our policies and advertising; but, equally important, we must 
impress our prospective dealers with the advantages of selling Craddock-Terry Shoes.” 


in Point-of-Sale, and they use, on three of 

their lines, twenty-six pages in Boot and Shoe 
Recorder annually. With a general-line shoe manu- 
facturer of the size and scope ot Craddock-Terry 
Shoe Corporation, the merchandising picture is fast 
changing, and often complex. That is why Crad- 
dock-Terry use Boot and Shoe Recorder for basic 
work in customer and prospect relations. Their 
advertising has featured announcements of new 
lines, changes of merchandising and manufacturing 
policy, and institutional copy on the great Crad- 


y ES SIR, Craddock-Terry are great believers 
3 


| dock-Terry organization. 
_ Boot and Shoe Recorder is proud of the successful 
_ job Craddock-Terry have done for the past four 


BOOT ann SHOE 


years, because it proves a point close to the Re- 
corder’s heart, that, 


SALES ARE MADE OR LOST 
AT THE FITTING STOOL 


Each week Boot and Shoe Recorder reaches 12,000 
First Line Buyers of Shoes, and 35,000 or more in- 
terested People at the Point-of-Sale. Thus doing a 
combined and concentrated Buying and Selling Job 
for you, the power of which is so strong that it 
would be difficult to gauge. That we submit, Gentle- 
men, puts a new meaning into Point-of-Sale. 


RECORDER 


239 West 39th Street ° 


New York, N. Y. 
a cuitton @© pvusiicarTion 


> 


OF -SALE 
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Men at Work 


Just because they’re putting a new 
front on your store is no reason for 
crawling into a hole as far as dis- 
plays are concerned until the work 
is done. 

The display windows of McCreery’s, 
New York department store, are 
hidden from public view by a wooden 
false front while alteration work is 
going on. The wooden front is set out 
on the sidewalk about eight feet from 
the face of the building. But the dis- 
play men haven’t been sent on vaca- 
tion until the work is done, for minia- 
ture windows—two feet square by two 
feet deep—have been cut into the 
front of the “false face.” At eye level, 
these displays are sure stoppers for 
passing shoppers and the small size 
makes them admirable for the presen- 
tation of shoes, hosiery and handbags. 

oe. '@ * 

“Put your best foot forward this 
spring and summer in trim spectator 
shoes.” 


(Dreyfuss & Son, Dallas) 


Ta? @ 


White on Green 


“The setting’s the thing wherein 
we'll sell our shoes,” seems to be the 
theme of the Broadway, New York, 
John Ward Shoe Store. 

Their window display of golf and 
white sports shoes is a beautiful study 
in contrast—white shoes against a 
background of artificial green grass 
and a white picket fence. A natural 
setting to show how attractive these 
sports shoes will appear in actual use. 

eo ge 


Flower Vase 


A smart Philadelphia shoe store 
adds a cheery touch to an attractive 
but rather severe store front by the 
use of real flowers as a decorative 
trim. A cone shaped metal flower vase 
is fastened to the stone facing of the 


building next to the window. Every 
day fresh flowers are placed in the 
vase which is placed high enough on 
the wall so as to be out of reach of 
straying hands. Gladiolas are on dis- 
play this week and are an attractive 
trade mark that sets this store off on a 
street of smart shops. 

= 


Double Support 


It isn’t often that a center post does 
more than hold the roof up over a 
shoe store but here is a case where a 
post in the center of a store has been 
put to another useful purpose. 

In the London Character Shoe 
Store, Broadway at 42nd Street, New 
York City, they have put a conspicu- 
ous post to double use—not only as a 
necessary support for the roof but as 
a support for a circular hosiery dis- 
play. The display is five feet off the 














just arrived— 
ou new WEDGE HEEL 


"MEDALIST" shee quater a « 
chempien om sight! Ite wedge heel is just the right 
height; it's entwely seambess for good looks ond 
easy going. and ite sturdy sole, with removable 
cleats, wes fashomed te ur own erecting spect 
ations to score om every count. Of fine white 
bucte with turf tan calf. 

107s 


Frvared gall son im movely seme pot vow 8 hee 
A ed ete eed peer! seen, me 








A first for Volk of Dallas—a new 
stance in a 
timed to Texas Woman’s Tournament. 


floor and with four shelves is about 
five feet in height and is about five 
feet in circumference. And, being in 
the center of the store, this hosiery 
display is very handy to the salesman 
at the fitting stool. Here is a case 
where a center post is not an eyesore 
but an asset to a shoe store. 
a ae 


Easy, Breezy Feet 


This Summer is to be a season of 
comfortable sports shoes for men if 
the recent full-page ad of Godchaux’s 
in New Orleans is any criterion. 

“Under your feet, sidewalks may 
sizzle. Let ’em sizzle.” 

“Your Summer life is loaf-like. 
Give your feet the same break . . . 
give ’em air... give ’em liberty .. . 
give ’em the comfort-with-smartness 
that only Walk-Over’s human fitting 
can impart.” 

And to back up this sizzling copy 
Godchaux’s advertises twelve comfort- 
able, cool, attractive shoes for town 
and Summer sports out of 100 styles 
Godchaux’s is showing . . . “every one 
in a complete range of sizes . . . the 
largest collection of quality sports 
shoes in our history!” 

~~ * * 


“New styles afoot.” 
(Gano-Downs, Denver) 
* * * 


The Question of the Moment 


There’s an old saying in the busi- 
ness that the best way to attract at- 
tention to a detail is to make the prod- 
uct so large that the human eye can’t 
miss the point of emphasis. 

To draw attention to the fact that 
a number of their shoes are manu- 
factured with Barbour stormwelting, 
the Austin Shoe Store, Fulton Street, 
Broklyn, had one of their shoes made 
up in a size forty. Made of genuine 
leather in perfect detail, the shoe is 
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BEST IDEA OF THE WEEK 
BIG BUSINESS IN LITTLE FEET 
(I. Miller Shoe Store, Broadway at 46th Street, New York City) 


O. P. Ideator—Occasionally, inquiries come into 
our office from women who have considerable difficulty 
in finding shoes in small sizes-—and, in particular, at- 
tractive shoes in small sizes. Your window display of 
shoes—size 1 to 34%— is one of the most comprehen- 
sive and attractive that I have seen.” 


Harry H. Block—“Yes, I think that we have one 
of the largest stocks of women’s shoes in sizes under 
four in any shoe store in the world—to be specific, 


1500 to 2000 pairs.” 


O. P. Ideator—‘I can see that you have gone into 
‘tiny shoes for tiny feet’ in a thorough way—not only 
in sizes and widths, but also in a multitude of attrac- 
tive styles.” 


Mr. Block—‘“We have them in pumps, step-ins, ox- 
fords, play shoes, golf shoes, evening shoes and a 
group in dainty pastels in woven strips of suede, fan- 
tasies in cellophane, unusual print effects with patent 
leather, gay color combinations, and in fact a complete 
shoe wardrobe in miniature. These small sizes, how- 
ever, aren’t just large sizes scaled down. They repre- 
sent a complete and distinct problem in designing, last- 
ing, treatment of details and heels and everything is in 
strict proportion.” 


O. P. Ideator—“I have seen your stock and your 


sizes, but I am still wondering in this day and age of 
increasing average foot sizes how you get enough cus- 
tomers to justify the attention you have given to these 
shoes.” 


Mr. Block—*“As a matter of fact, letters from women 
all over the world who wear small sizes indicate that 
although a small foot is envied, its possessor usually 
finds a meager selection in shoe styles that she likes in 
her size. We have tried to take care of this need in 
this store. And rather than scatter 500 small size 
shoes in each of our New York stores we have concen- 
trated them all here in our Times Square shop where 
25 per cent of our stock is devoted to small sizes alone. 
Small size customers in our other stores are sent over 
here and a large number of other stores in New York 
and other cities that know about our complete stock 
for small feet refer this special business to us. Our 
best advertising, however, is from ‘mouth-to-mouth’ 
customers who have bought shoes here and tell their 
friends and acquaintances who have trouble in buying 
small size shoes. And don’t forget, once we have 
properly fitted and sold a customer one of these mini- 
atures to her complete satisfaction she is our customer 
for life if only for the fact that she knows that we are 
the only store that has a complete selection of beauti- 
ful shoes for tiny feet.” 











treated with bootmaker’s finish with 
the welting left in its natural shade 
for contrast. 

The shoe is displayed in the fore 
part of the window and a bright card- 
board arrow points to the welting. 
Diagrams and strips of welting add 
emphasis to the display. 

* * * 


A Buyer’s Consensus for 
“Pre-Selection” 


Although a shoe department head 
can usually fairly accurately predict 
the saleability of his merchandise, 
there are often instances where a 
wrong guess can produce headaches— 
as shown by tables of marked-down 
slow movers from time to time. When 
there are several departments devoted 
to various age classifications, the op- 
portunities for buying the wrong 
styles are multiplied. At Famous Barr, 
St. Louis department store, they have 
developed an almost fool-proof meth- 
od of buying shoes. 

On its two shoe floors, Famous Barr 
features special departments and indi- 
vidual shops for debutantes, teen age. 
collegiate buyers, children and young 
people in general—all of which go to 
make up a rather complex merchan- 
dising picture. Each department has 
its own clientele and often they are 


loyal to the extreme to the shoes fea- 
tured there—and it is a drastic mis- 
take to dissatisfy any one bracket of 
trade to the point that confidence is 
lost in a formerly favored shoe shop. 

The solution, worked out by all shoe 
departments, is “pre-selection” — a 
standard program by which all sea- 
sonal merchandise is chosen in ad- 
vance, not by price, make or pattern, 
but by attention to the details which 
have been favored by customers. 
Every salesman, assistant buyer and 
employee of the department has his 
say, and their net opinions provide the 
basis on which each season’s choices 
are made. Even such details as shoe- 
lace tips, heel durability and punches 
are considered. The “pre-selection” 
is handled in this way: 

Prior to the season for which buy- 
ing must be done, all employees of 
each department are asked to submit 
their ideas to the buyers, concerning 
fine points in merchandise appeal 
which have come up during the past 
season. All this information is com- 
piled and turned into the buying office 
as the first step in the program. From 
this material, ideas for better stocks 
and better service are formed. This 
information is separated by depart- 
ments for use in making up better 


merchandising plans for each depart- 
ment. 

Then, prior to actual buying, a 
series of meetings is held for all de- 
partments, in which salesmen and em- 
ployees state their opinions and dis- 
cuss them with the group. The most 
minute attention is paid to every point 
brought up—then it is recorded, and 
if the general consensus is in agree- 
ment, it is used as a basis in buying. 

One of the great advantages of this 
feature is that it makes every employ- 
ee familiar in advance with the selling 
points of the merchandise, and able 
to sell it intelligently and confidently 
to the customer. 

- * * 


Rolling Stock 


There’s a shoe store out in Hemp- 
stead, New York, that has developed 
a double purpose shoe display. A 
four rack, wooden shoe display, 
mounted on casters, it can be moved 
around the store from its normal place 
at the end of the fitting chairs to aid 
the salesman in showing the customer 
the latest models in footwear. 

At night, at clesing hour, the dis- 
play is rolled up to the entrance door 
where, illuminated by an overhead 
light, it sells shoes to the passing 
shopper. 
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ARTHUR SCHULEIN 


Chairman, Convention Committee 
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OTTO WARN 


President, P. N. W. Shoe Retailers 





MYRON BENNIGSON 


Secretary, Chairman of Publicity 


Paeifie Northwest Convention Program 


THE official program for the annual 
convention of the Pacific Northwest 
Shoe Retailers Association, to be held 
at Spokane, June 2, 3, 4 and 5, has 
been announced as follows: 


Sunday, June 2, 1940 


9:30 a. m.—Opening of Registration on 
Mezzanine of Davenport Hotel. 
All wives of retailers and travel- 
ing men will kindly register at 
registration desk for women’s 
activities and functions. 

10:30 a. m.—Meeting of Pacific North- 
west Shoe Travelers’ Association. 
Elizabethan Room, Davenport 
Hotel. Reports of officers and 
election for ensuing year. 


4:30 p. m.—Meeting of Board of Direc- 


tors of Pacific Northwest Shoe 
Retailers’ Association. Room 200, 
Davenport Hotel. 


5:30 p.m.—Informal Buffet Stag in 


honor of traveling men. Round- 
up Room, Dessert Hotel. 
Informal reception hour for wo- 
men. 


Monday, June 3, 1940 


8:00 a. m. to 12:00 noon—Registration 


and Inspection of Lines. 


:00 noon.—Luncheon. Formal open- 


ing of convention, Marie Antoin- 
ette Room, Davenport Hotel. 

Opening of Convention, Otto 
Warn, President, Pacific North- 


west Shoe Retailers’ Association. 
“Spokane Greets You,” Honor- 
able Frank G. Sutherlin, Mayor, 
City of Spokane. 

“The Shoe Travelers Participa- 
tion,” Earl McDonough, Presi- 
dent, Pacific Northwest Travel- 
ers’ Association. 

“The Shoe Retailer and His 
Problems,” Lee Langston, Exec- 
utive Vice-President, National 
Shoe Retailers’ Association 
“Fashion and Merchandising,” 
Frederika Fox, Vogue Magazine. 
Ladies are cordially invited to 
attend this luncheon. 


From 2:00 p. m. on throughout the 
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WILL. KRONENBERG 
Chairman, Registration Committee 


FREDERIKA FOX 


Vogue Magazine, Convention Speaker 


L. E. LINCOLN 
Secretary, Spokane Retailers 
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UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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A profound student of foot problems, Mr. Hall tells an interesting story and illustrates it with colored motion pictures 
which he made himself for this purpose. 


SHOE LECTURES WIN NEW CUSTOMERS 


How H. A. Hall, of Newark, N. J., Spreads the 
Gospel of Correct Shoes and Proper Fitting 
Through Educational Meetings in His Own Store. 


TO H. A. Hall, who for many years has been engaged 
in the retail shoe business, in Newark, N. J., belongs 
the distinction of having evolved a unique idea in the 
field of footwear sales promotion. Mr. Hall does not 
claim to be the originator of the idea; however, he has 
given it a new slant and developed it in a way that has 
proved unusually successful. The extraordinary feature 
about Mr. Hall’s method is that he doesn’t have to go 
out to find his customers and tell them his message. 
They come into his store voluntarily in response to his 
invitation, and there they receive his story of shoes, feet 
and shoe fitting by word of mouth, with Mr. Hall acting 
as lecturer. 

Above the store of Hall’s Shoes, Inc., at 34 Halsey 
Street, Newark, is a vacant room of generous propor- 
tions, and Mr. Hall has obtained the use of it for the 
purpose of these lectures. Here on every Monday 
evening come groups of people, men and women, but 
mostly women, who have been invited to hear the story 
of feet and shoes. They are members of organizations, 
church groups, Eastern Star lodges, women’s clubs, and 
various societies. 

What induces people to come to these lectures? Is it 
merely their interest in feet and shoes? No. Mr. Hall 
makes it an object. He pays the organization for each 
member who attends; if there are less than 30 members 
he pays 15 cents per member; if there are more than 
30 he pays a quarter per member. The organizations 
are glad to add a substantial sum to their treasury in 
this way. If you have any doubt that the inducement 


pulls them in, it should be dispelled by the fact that 
Mr. Hall had his lecture series booked solid for every 
Monday night from Septmber until April. 

Naturally, the success of a plan of this kind depends 
very greatly upon the personality of the merchant who 
adopts it and upon the manner in which he puts it over. 
Mr. Hall is a studious, well-informed shoe man, who has 
made feet, shoes and foot fitting the subject of exten- 
sive research. He presents his story in these lectures in 
an interesting way that commands the attention of the 

[TURN TO PAGE 51, PLEASE] 





Women’s clubs, fraternal organizations and church groups 
respond to the invitation to attend the shoe lectures at 
Hall’s store. 
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A Goodyear Salesman is on the way to your store. 
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rise would be better for all concerned 
than the pyrotechnics witnessed at the 
outbreak of the war, and I believe much 
can be done by the aggregate action of 
sound individual thinking to cushion 
the shocks and make major movements 
in either direction more gradual and 
consequently less upsetting to the indus- 
try’s system. 

“At any rate, whether prices move 
up or down or remain stationary, let us 
once and for all recognize that for 
every inventory profit there is an ulti- 
mate inventory loss. We cannot get 
away from inventories but we can con- 
trol them. We cannot escape inventory 
profits and losses but we can, by sound 
accounting methods, recognize them as 
such and not be misled by them.” 

Edward L. Drew, statistician of the 
Tanners Council of America, spoke on 
the subject of “Lost Leather Markets” 
and what practical steps can be taken 
to regain them. He conceded that “If 
by some miracle all the markets for 
leather which existed in, say the early 
20’s, were handed back, the demand for 
leather would be increased to such an 
extent that hide and skin prices would 
probably rise to prohibitive levels.” 
Nevertheless he expressed the convic- 
tion that well directed effort can stop 
the inroads of various factors that tend 
to curtail the use of leather. 

“The influence of style does not al- 
ways mean that a competitive product 
has superseded leather,” said Mr. Drew. 
“In the upper leather market the de- 
cline in leather footage per pair of 
shoes produced has been caused to an 
overwhelming extent, not by the use of 
fabrics, but because there is actually 
considerably less material of any kind 
going into a pair of shoes. If in 1939 
there had been no fabrics used in shoe 
uppers it is doubtful whether the use 
of leather would have been increased by 
more than 5 per cent. 

“Whether fabrics are used to any 
greater extent one year as against an- 
other is a question of style plus price. 
If leather prices are high there is a 
greater incentive to make fabrics the 
style and a greater opportunity for 
those efforts to be successful. 

“Asfar as soleleather and the inroads 
made by rubber or composition soles 
are concerned price seems to have been 
the dominant factor with style adding 
its weight to the pressure on leather 
soles. ... 

“The unfortunate part about these 
styles waves is that when the tide re- 
cedes it never goes all the way out. 
And this may be because nobody does 
anything about it; because little or no 
effort is made to see that the wave does 
recede completely.” 

Other speakers at the meeting in- 
cluded Merrill Watson, executive vice- 
president of the Tanners Council, and 
Joseph B. Phillips, foreign editor of 
News Week, who spoke on the subject 
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War’s Effects on Prices and Profits 


[CONTINUED FROM PAGE 21] 





On Vacation in Hawaii 





Mr. and Mrs. Walker T. Dickerson 


president of 
T. Dickerson Shoe Co., Columbus, 
Ohio. He returned to his desk in 
splendid health and spirits. 





“War and the United States.” While 
conceding that he had been greatly in 
error last August when, returning from 
a Summer in Europe he predicted there 
would be no war, Mr. Phillips retrieved 
his reputation as a prophet by forecast- 
ing the invasion of Holland and Belgium 
on the day before those events occur- 
red. After reviewing and analyzing the 
main developments leading up to the 
present war in Europe, Mr. Phillips 
said: 

“Tt all may seem rather unreal to us, 
who have lived through the crises of 
the past few years only vicariously and 
at a distance. They were real enough 
to the people on the spot. 

“On one side — the Allied — it has 
created a state of mind of desperation, 
of unwillingness to go through more 
repetitions of the same thing. On the 
other—the German, and also the Italian 
and Russian to some extent — it has 
generated great self-confidence. 

“There has not been a moment, after 
each of his successful coups, when 
Hitler was not ready to make peace, on 
his own terms. I believe that the Cham- 
berlain government would have been 
willing but could not dare mention such 
a thing because of public opinion. 

“Consequently, I see no chance of 
ending the war until one side or the 
other has taken a terrific beating on 
the battlefield. For the immediate fu- 
ture, it seems to me that Germany is 
determined to try a great attack on 
England, with the cooperation of both 
Italy and Russia if possible. Holland, 
of course, is a necessary intermediate 
step. It may succeed. If it does, then 
almost overnight we will be living in 
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Pacific Northwest 
Convention Program 


[CONTINUED FROM PAGE 30] 


afternoon and evening retailers 
may visit sample rooms, inspect 
lines and do their buying. 


Tuesday, June 4, 1940 


8:00 a. m. to 12:00 noon— Registration 
and Inspection of Lines. 


12:00 noon—Luncheon Meeting. Marie 
Antoinette Room, Davenport 
Hotel. 

Otto Warn, President of Spo- 
kane Shoe Retailers’ Association, 
presiding. 

Message from California, Wil- 
liam J. Ahern, Publisher, Coast 
Shoe Reporter. 

Message from Manufacturers, 
Jack Gorman, Vice-President and 
Sales Manager, Dunn & Mc- 
Carthy. 

Message from Travelers, New 
President, 1940-1941. 

Brief Messages from Visiting 
Celebrities. 


2:00 p.m.—Shrine White Horse Pa- 
trol from Sioux City, Iowa at 
Gonzaga Stadium for those desir- 
ing to attend. 


2:00 p. m.—Visitation of sample rooms 
to inspect lines. 

4:00 p. m—Meeting of newly elected 
Directors for ensuing year. 


7:00 p. m.—Dinner and Dance, Round- 
up Room, Dessert Hotel. 
Wednesday, June 5, 1940 


8:00 a.m. and throughout the day— 
Devoted to study and purchase 
of shoes. 


2:00 p. m.—Golf. 


The Pacific Northwest Shoe Retail- 
ers’ Association includes merchants 
from the States of Washington, Ore- 
gon, Idaho, Montana, Wyoming and 
from Alaska and British Columbia. 
Officers of the association are: Presi- 
dent Otto Warn, Spokane; vice-presi- 
dent, Ward B. Brazelton, Portland; 
treasurer, Frank Slasor, Seattle; sec- 
retary, Myron Bennigson, Spokane. 
Past presidents, serving as members 
of the board of directors, include Mor- 
ris F. Cronkhite, Seattle; C. J. Pes- 
semier, Tacoma; Norman J. Klasgye, 
Seattle. Other directors of the associa- 
tion include the following: Two Year 
T'erm—Myron Bennigson, Spokane; A. 
Y. Drain, Seattle; Al Lundstrom, Mis- 
soula, Mont.; C. J. Pessemier, Tacoma; 
Frank Slasor, Seattle; Otto Warn, 
Spokane. One Year Term—Ward B. 
Brazelton, Portland; A. C. Harbke, Ta- 
coma; Norman J. Klasgye, Seattle; 
Joseph P. Kohls, Yakima, Wash.; D. H. 
McAllister, Portland; Arthur Schulein, 
Spokane. 

The Pacific Northwest Shoe Travel- 
ers’ Association is holding its meeting 
at the same time and cooperating in the 
convention. 
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Spotlighting Summer 
Sport Shoes 


[CONTINUED FROM PAGE 17] 


Week-end and Vacation wardrobes 
are important. One caption “Two days 
or two weeks” suggests grouping cer- 
tain shoes for a short trip, and other 
groups for a longer trip. 

Recently some stores are using more 
men’s figures in windows with women’s 
figures. Altman’s have had country 
and formal clothes in two sets of dis- 
plays. Better figures are now available, 
say the stores. It’s a good thing to use 
the “Him and Her” idea, especially for 
sport and play shoes. It shows what a 
man should wear to be correctly 
dressed as a woman’s escort. It is a 
good way to enlist the woman’s co- 
operation in getting her husband to 
wear the right. shoes, also. 

One of the country’s important style 
authorities says men are taking to 
sport clothes like ducks to water. Re- 
tailers were amazed by the drawing 
power of sportsmen’s shows all over 
the country. Another woman suggests 
“Sell color to the most conservative 
man who comes into your store. He 
needs it most. After you have sold 
him it won’t be so hard to sell your 
less conservative customers. Tune 
your color promotions to appeal to 
women.” There you have another rea- 
son for the “Him and Her” groupings 
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Play Shoes from Morning 
To Night 


NEw YorK—PIli-Mode Shoe Co., man- 
ufacturers of Hi-Larks play shoes, are 
now showing these play shoes in types 
suitable for every hour of the day. The 
first shoe, with cotton fabric upper, has 
been designed for general resort and 
morning wear. “Hi-Larks, the Play 
Shoe that goes to Market” is how its 
makers describe it. “Hi-Larks, the 
Play Shoe that Goes to Business” is 
their description of the second shoe, 


made on a higher—14/8—heel in suedes 
and capeskins. In a quilted velvet 
bootie version, it is labeled “Hi-Larks, 
the Play Shoe for Hostess Wear.” On 
a 14/8 heel in satin it is called “the 
Play Shoe that Goes Out for the Eve- 
ning.” For a period of five years, this 
play shoe has been on the market in 
dozens of lines, but this is the first 
season in which types for all occasions 
have been made and featured as a com- 
plete series. It is said to be a new 
idea in designing and promoting play 
shoes. 


One more point. Lay out a tentative 
program for the whole summer. Appro- 
priateness and desirability can be 
played up even when prices are re- 
duced. In other words, make price- 
reduced shoes doubly interesting. 
People wear sports and spectator shoes 
right on through August into Septem- 
ber. Don’t deliberately discourage those 
who may need vacation shoes, or per- 
haps just fill-ins after June 30th, by 
completely ignoring their good points 
when you advertise or display them. 

With all there is to tell about this 
cught to be a wonderful summer for 
the promotionists—go to it! With 
whites and colors, functional shoes, 
spectator shoes, casual and play shoes, 
street and business shoes, party shoes 
and all the rest, ads and windows 
should be overflowing with interest and 
excitement. 


Carl Woodruff Joins 
Harrison Shoe Co. 


Boston, Mass.—The Harrison Shoe 
Company of Everett, Mass., announce: 
the addition to its staff of Carl Wood 
ruff, well known shoe salesman who 
will cover the states of Kentucky ani 
Tennessee with that company’s line of 
in-stock shoes for men and boys. M1) 
Woodruff, who has a large following in 
that section of the country, makes his 
home in Harlan, Ky. 
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Hides Advance on Invasion; 


Then Sell Off 


New York—Tanners early this week posted mod- 
erate advances on some selections of leather following 
the German blitzkrieg of the Low Countries. Demand 
was reported good, with shoe production entering a 
season of increasing output. 

Chicago packers asked an advance of one-half cent 
per lb. on hides over prices prevailing before the latest 
phase of the European war, but trading was virtually 
at a standstill. 

Prices for hide futures on the New York Commodity 
Exchange, which provide the key to future trends, ad- 
vanced sharply the morning of the German invasion, 
only to sell off as quickly in succeeding trading ses- 
sions. The net result was that prices early this week 
were virtually unchanged from those prevailing prior 
to the entrance of the low countries in the war. In ex- 
plaining the sell-off, hide traders said that the sharp 
drop in the stock market and the probable loss of the 
Rotterdam and Antwerp markets for leathers were the 
principal factors. Holland in 1939 took 4 per cent of 
our leather exports. Cattle hides do not trade in any 
volume among the United States and the low countries. 


+ . - 


Price advances on hides and leather at the start of 
Germany’s invasion of Norway failed to hold. Whether 
prices in the immediate future will continue the down- 
ward trend of the past month, will largely depend, aside 
from war developments, on retail shoe sales, in the 
opinion of hide traders. 

“Fundamentally, the whole demand situation rests on 
the trend of retail shoe sales,” commented Merrill Lynch, 
E. A. Pierce & Cassatt. The country’s largest brokerage 
house continued: “Recently we have had some encour- 
aging reports from this field, and sales may soon be 
good enough to stimulate demand throughout the hide 
and leather industries. However, it is still too early to 
say whether most of the volume lost during the Easter 
trade will be recovered.” Recent favorable weather 
makes it more probable. 

Shoe production, reported last week, showed a contra- 
seasonal decline to 34,450,000 pairs in March against 
35,651,000 pairs the previous month. For the first 
quarter of 1940 shoe production has been about 9,000,- 
000 pairs under the excellent 1939 first quarter. Shoe 
production is seasonally slow, but should increase as 
the year progresses. 

Disappointing shoe production, together with failure 
of exports to reach expectations at the time of the 
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Offer Your Trade The 
Distinction of Custom 
Design with Genuine 
Steerhide Huaraches 
from Mexico 


As Advertised in Vogue; 

Mademoiselle, Esquire, 

Harper’s Bazaar, Life, 
Glamour 


NOW 
ONLY 


18 


Doz. 





STEERHIDE HUARACHES 


No two pairs of STEERHIDE Huaraches from Mexico are ever 
woven with the same pattern and design. This is one feature of 
the genuine Huarache that domestic production has never been 
able to imitate. 

Handwoven and handtooled of real leather thruout in natural 
light beige color. 

Immediate delivery in all sizes for men and women 
narrow, medium and wide lasts 


For Summer White .. . 
WHITE POPOTILLOS 


$18.00 


Dozen 





and a Special Discount of 10% 
on Men's Sizes in White 
$16.20 doz. for men's sizes 7-12 white 


Stocked for immediate delivery in all sizes for men 
or women. Handwoven of soft pure white leather 
thongs. This is the sandal for air-conditioned sum- 
mer comfort. 


The (LD MEXICO SHOP 


SANTA FE-- NEW MEXICO 
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ALLIED KID COMPANY 


NOMINATES A FALL SHOE CANDIDATE 


INDIA BROWN 


VODE DOESKIN NO. 744 











INDIA BROWN is a leading member of the brown-for-Fall family. 


INDIA BROWN fits the trend to combinations—doeskin with glazed 
kid—dark with neutrals. 


INDIA BROWN is versatile—used equally well in clean-lined stadium 
shoes and subtle, moulded afternoon pumps. 


INDIA BROWN has a depth of tone, an assurance of its acceptance 
as an accessory brown. 


INDIA VODE DOESKIN, No. 744, has as its running mate, Java 
Brown Glazed Kid, No. 31, which is a perfect contrast, used as 
platforms, bows, bindings and pipings. 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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THIS WEEK IN THE SHOE TRADE 











Saturday, May 18, 1940 


National News 





Fall Styles to Be Shown at Syracuse 





New York State Shoe Retailers Association Advances Conven- 
tion Time to June 16 and 17 to Facilitate 
Buying by Merchants 


RocHESTER, N. Y.—Exhibits of di- 
versity and quality and a program of 
unusual merit will feature the 22nd 
annual convention of the New York 
State Shoe Retailers Association at 
Syracuse, June 16 and 17. 

Reservations made by more than 100 
shoe manufacturers, announced by 
President Ernest R. Park of this city, 
give an idea of the extent of prepara- 
tions. There is a special reason for 
them. 

This will be the first convention at 
which salesmen will have an oppor- 
tunity to display samples of Fall styles 
before retailers have bought—at a time 
when there is a real chance to sell. 

Change of the convention time from 
September, when they knew they were 
not going to sell merchandise, but 
would meet old friends and make new 
ones, to selling time in June, produced 
that result. It also brings benefits to 
retailers. Ernest N. Park of Syracuse, 
father of the president, who was him- 
self the first president of the organiza- 
tion and is now chairman of its con- 
vention committee, asks them to make 
the most of it. 

“Retailers can go to this convention 
and see 100 lines of shoes on display 
at Hotel Syracuse before doing their 
Fall buying — see them where com- 
parisons may be made, which will mean 
a saving of time and money,” said Mr. 
Park. 

“They will be offered a program 
which will enable them to learn much 
of value in the conduct of the retail 
shoe business, which they cannot afford 
to miss. We urge all retailers to at- 
tend.” 


Supplementing the invitation of the 
association, hundreds of invitations are 
also being sent out by the manufac- 
turers. 





ERNEST R. PARK 


President of the New York Shoe 
Retailers Association 


Traveling salesmen and other shoe 
factory representatives will arrive in 
Syracuse Saturday evening, June 15, to 
install their exhibits in space assigned 
to them so that they will be ready for 
the inspection of visitors who will de- 
vote all of Sunday to looking — and 
buying. 

[TURN TO PAGE 43, PLEASE] 


Plans Forwarded for 
Mid-Continent Show 


OKLAHOMA City, OKLA. — The plans 
for the Fall Shoe Showing of the Mid- 
Continent Shoe Travelers Association, 
to be held at the Biltmore Hotel, this 
city, on June 23, 24 and 25, are being 
rapidly formulated, according to E. J. 
Eichhorn, secretary-treasurer of the as- 
sociation. 

Letters and promotion matter are be- 
ing sent out to merchants in Kansas, 
Oklahoma and Arkansas and response 
from retailers promises a large at- 
tendance. 

The association is now two years old 
and during its short existence has made 
rapid progress. Its membership now 
totals over a hundred shoe men who 
cover this territory. 

The local Chamber of Commerce and 
the management of the Biltmore Hotel 
are assisting the association in its plans 
to make their coming show the biggest 
ever held in this territory. 


‘Hutchison Midwest Represen- 


tative of Casuals, Inc. 


Los ANGELES, CALIF. — C. J. W. 
Hutchison has recently been appointed 
sales representative for Casuals, Inc., 
Los Angeles, makers of Cool-ees for 
men, in the Midwest territory. 

Mr. Hutchison was formerly associ- 
ated with the May Company in Los 
Angeles, for four and a half years. 
Previous to that he was buyer for Dey 
Bros., in Syracuse, N. Y., in their men’s 
women’s and children’s departments, 
and with the Associated Dry Goods Co. 
in their J. N. Adams & Co. store in 
Buffalo, N. Y. 

With the appointment of Mr. Hutchi- 
son, Casuals, Inc., is now represented 
in the East by William Tharp; in the 
South by W. D. Lever, Jr., and in the 
far West by Carolyn Kaufmann. 
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Midwest Shoe Fair a Buying Show 


Left to right: George Dohrman, Irwin Shoe Co., treasurer of the Midwest Shoe 
Fair; Frank J. Weber, Miller Shoe Co., general chairman of the Fair, and Edward 


C. Horn, Brown Shoe Co., secretary. 


Ted Orr, of the Potter Shoe Co., vice- 


chairman of the Fair, was not present when photograph was taken. 


CINCINNATI—The Midwest Shoe Fair 
Program Committee, headed by Chair- 
man Harry Lasky, buyer at the John 
Shillito Company, Cincinnati, has an- 
nounced an interesting and enlighten- 
ing program for the luncheon to be 
given on Tuesday, June 11, in the 
Pavillon Caprice of the Netherland 
Plaza Hotel. 

This luncheon is the only business 
meeting during the entire fair and is 
always planned to permit the shoe men 
attending to hear several interesting 
talks by men prominent in the shoe 
industry, as well as outsiders who 
bring messages of interest to shoe men. 
This year’s program has been planned 
to give another pleasant and educa- 
tional hour to the visitors. 

Hon. James Garfield Stewart, Mayor 
of Cincinnati, will address the group, 
tendering the official welcome to the 
city. 

Arthur D. Anderson, editor of Boor 
AND SHOE RECORDER, will speak on 
“The Changing Pattern of Retailing” 
and discuss some of the problems of 
greatest importance to the shoe in- 
dustry. 

The third speaker will be Milton 
Bacon, commentator of Radio station 
WCKY, who will talk on self-analysis 
and self-improvement under the title 
of “Watch Yourself Go By.” 

“The 1940 Midwest Shoe Fair will 
surpass all previous fairs in attend- 
ance of both manufacturers and re- 
tailers,” said Frank J. Weber, gen- 
eral chairman, at the last meeting of 
the committee in charge of arrange- 
ments. Advance reservations are far 
ahead of previous years and every 
section of the country will be repre- 
sented. 

As usual, the displays will all be con- 
centrated under one roof, a large por- 
tion of the beautiful Netherland Plaza 
Hotel being reserved for this purpose. 
The other Cincinnati hotels are co- 
operating to take care of sleeping rooms 
for the large group of shoe men 
who will be in Cincinnati during the 
Shoe Fair. 

Reservations for display rooms or 


sleeping rooms may be obtained by 
writing to the Midwest Shoe Fair office, 
Parlor K., Netherland Plaza Hotel, 
Cincinnati. 

As in other years, it is the main 
object of the committee in charge of 
the fair to keep the convention prim- 
arily a buying show and no social 
activities are planned that will inter- 
fere with the real business of selling 
and buying shoes. The banquet and 
style show, which will be presented on 
Monday evening, June 10th, will be 
the only social function. It will be 
another show in the fine tradition set 
up by the Entertainment committees 
of past Fairs. Approximately 100 of 
the newest fall styles will be shown 
on the runway by 25 attractively cos- 
tumed models. A series of interesting 
acts have also been booked to add to 
the enjoyment of this evening of en- 
tertainment. 


Ohio Retailers Convention 


June 9-11 


CINCINNATI—The Ohio Shoe Retail- 
ers Association will hold its annual con- 
vention June 9, 10 and 11 in the Nether- 
land Plaza Hotel in Cincinnati, in con- 
junction with the Midwest Shoe Fair. 
An interesting program has been plan- 
ned. 

Officers and directors of the Ohio 
Shoe Retailers Association are as fol- 
lows: W. E. Newbold, Newbold Bootery, 
Cincinnati, president; John Schwarz, 
Schwarz Shoe Store, Cincinnati, honor- 
ary president; L. A. Miller, Elder & 
Johnston Co., Dayton, vice-president; 
George Bunn, Salem, Ohio, treasurer; 
E. C. Dittmer, 175 S. High St., Colum- 
bus, Ohio, secretary. 

The directors are as follows: Guy 
Spring, F. W. Abbott, Gene Held, Frank 
Weber, Phil Fleischer, Harold Roberts, 
Louis Ostrov, Ben Kessen, Charles Tag- 
gart, Willard Kyle, Kenneth Crawford, 
George Dohrman, R. H. Kertscher, 
Joseph M. Ryan, Robert Vestal, Cleve 
C, Hall, E. C, Horn. 


Portland Retailers to 
Meet May 20 


PORTLAND, ORE.—The Portland Shoe 
Retailers Association will hold their 
May meeting on the 20th. Maurice G. 
Woodrum, chairman, announces that J. 
Bingham, manager of the local Coca- 
Cola branch, will show their full-length 
technicolor film and will also have a 
plentiful supply of the beverage on 
hand for the members. 

Some 50 members of the group were 
guests of the Interstate Brewery, at 
Vancouver, Wash., at their April meet- 
ing and with shoe retailers from their 
neighboring state, Washington, made a 
tour of the plant. 

Thurman Curry, president of the 
Portland Shoe Retailers Association, 
announces that Oregon will be well 
represented at the coming annual con- 
vention of the Pacific Northwest Shoe 
Retailers Association, to be held in 
Spokane, Wash., June 2, 3 and 4. 


Queen Quality Salesmen On 
Road With Fall Line 


St. Louis, Mo. — The new Queen 
Quality line for Fall, 1940, was given 
to the Queen Quality shoe salesmen at 
the recent semi-annual convention in 
St. Louis. Those in attendance at the 
convention were: John Byrnes, Robert 
Byrnes, Lee Mazure, Julian Chapman, 
Jack Jester, Charles Foss, E. W. St. 
John, Champ Lindsley, Charles Drum- 
mond, N. E. Pyle, and Charles Joss. 

The convention was under the direc- 
tion of William P. Byrnes and Thomas 
F. Byrnes, Jr., merchandise manager 
and sales manager respectively, of the 
Queen Quality Division of International 
Shoe Company. 

At the Queen Quality banquet held 
at the close of the convention Byron 
Gray, president of the International 
Shoe Company, and A. B. Fletcher, 
vice-president, spoke. 


Capitol District Retailers 
Hold Spring Meeting 


ScHENECTADY, N. Y. — Ernest N. 
Park of Syracuse, chairman of the con- 
vention committee of the New York 
State Shoe Retailers Association, was 
chief speaker at the recent Spring meet- 
ing of the Capitol District Shoe Retail- 
ers Association at the Van Cuyler 
Hotel, here. 

“The most successful shoe retailers 
in the state are members of the state 
association,” said Mr. Park, “because 
they know and appreciate its value.” 
Yet smaller dealers need what it has 
to offer even more than the larger ones. 

Other speakers were Ernest R. Park, 
state president, of Rochester; Ernest 
N. Beaumont, Albany; Jesse L. Patton, 
Schenectady; Charles T. Miller, John 
W. Mills and Edward Ford. 

Resolutions of sorrow were adopted 
on the death of T. Arthur Cohen of 
Albany. 
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Hides Advance on Invasion 


[CONTINUED FROM PAGE 37] 


Norwegian campaign, were the two chief factors account- 
ing for the decline in prices over the last 30 days. 

Exports of all cattlehide leathers, as given in the 
latest report of the Tanners Council of America, were 
45,000 equivalent hides in March compared with 43,000 
hides in February. For the first quarter of 1940 exports 
were 129,000 equivalent hides, or only 25,000 more 
than during the first quarter of 1939, when no European 
war existed. 

However, it should be remembered that British de- 
mand for raw hides has been strong in the Argentine 
market, which tends to restrict U. S. supplies, since 
we must import a share of our supplies from South 
America. Domestic packers do not produce enough 
skins to satisfy American tanner demand. 

In exception to the generally disappointing sales of 
leather abroad, were exports of sole leather which were 
eight times the 1939 volume during the first quarter 
of 1940. 

Exports of shoes in March dropped to 256,000 pairs 
compared with 341,000 pairs shipped abroad the pre- 
vious month. For the first quarter, 803,000 pairs were 
exported, compared with 681,000 in 1939 quarter. The 
increase was all in men’s and boys’ shoes. 

Traders said that difficulty of obtaining cargo space 
in ships bound for belligerent areas was a deterrent 
to leather and shoe exports. 


Imports Cut 

On the import side, domestic markets were somewhat 
strengthened by lower supplies of cattle hides reaching 
the U. S. from Argentina and small supplies of calf- 
skins available from abroad. Our imports of calf, of 
which we normally import one-third, were 617,000 
skins in the first 1940 quarter, or about one-half the 
number received in the first quarter of 1939. Imports 
of lining leather were likewise low at 3,002,000 square 
feet compared with 7,209,000 square feet in the first 
three months of 1939. 

Aside from the steadiness in calfskins, raw material 
prices were lower over the past month. Upper and 
sole leather, which advanced moderately on the Nor- 
wegian invasion, suffered less in the last month’s reac- 
tion. On some grades there was no change. 

Raw hides, however, declined more in price than 
commodities as a whole. Packers’ prices at Chicago 
for light native cows declined from 1334 cents per lb. 
in mid-April to 13 cents currently. This drop occurred 
despite the improved quality of the hides themselves. 


Hide Futures 
Hide futures on the New York Commodity Exchange 
declined during the past month’s trading to levels lower 
than those prevailing prior to the extension of the war. 
[TURN TO PAGE 45, PLEASE] 
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CHARLES 


A SENSATIONAL New POLICY 
WHICH AFFORDS FULL MARGIN 
OF PROFIT IN POPULAR $5.00 AND 
$6.50-$6.95 RETAIL GRADES! 


Special Incentive for EARLY ORDERS 


OFFERING YOU EVEN GREATER MARGIN THAN 
REGULAR PRICE LIST SHOWN IN NEXT PARAGRAPH. 


FULL PROFIT AT ESTABLISHED RETAIL PRICES 


$5.00 Stock Shoes —$3.15 less 2% 
5.00 Make-ups — 3.15 less 5% 
6.50-$6.95 Stock — 3.75-$4.25 less 2% 
6.50- 6.95 Make-ups — 3.75- 4.25 less 5% 


REMARKABLE $5.00 LINE 

Leathers unique in this grade from full-grain Calf-Skin 
to genuine SHELL CORDOVAN to retail profitably 
below “‘leaders” in inferior lines! New Styles ... New 
Lasts .. . New Patterns—hot from the drawing boards 
of the country’s leading Designers . . . with emphasis 
on the appeal to the young-men’s trade. 


CUSTOM GRADE—YOUNG MEN’S STYLES AND 
PROMOTIONS—PREMIUM LEATHERS ... FULL 
PROFIT AT $6.50-$6.95! 

Wide choice of Styles . . . Lasts . . . Patterns—a thor- 
oughly modern line of top Custom os ... They're 
really flexible and priced right for profitable volume in 
this grade. 

DYNAMIC SPECIAL TIMELY PROMOTION 


to be announced by your Crawford Salesman when he 
calls. This pian is a sensation in itself! 


cuantes a. Sa@ton company 


BROCKTON, MASSACHUSETTS 


Your CRAWFORD SALESMAN IS NOW ON HIS WAY 
WITH SAMPLES. MAIL COUPON OR WIRE FOR 
IMMEDIATE SHOWING. 


Buyer... 
Address...... 
See me not later then 
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60 Retailers at Newton Elkin Luncheon 
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Sixty dealers of Pandora and Newton Elkin shoes attended the semi-annual 

luncheon meeting of Newton Elkin Shoe Company, held at Hotel Vanderbilt, 

New York, May 6th. Miss Dorothy Shaver, extreme left, executive vice-presi- 

dent of Lord & Taylor; Miss Marjorie Bailey, and Arthur Fatt of Grey Adver- 
tising Agency were the speakers. 


New York—Miss Dorothy Shaver, 
executive vice-president of Lord & Tay- 
lor, addressed the semi-annual luncheon 
meeting of 60 dealers of Pandora and 
Newton Elkin Shoes held May 6, at 
Hotel Vanderbilt, here. Miss Shaver 
spoke on quality merchandising. Miss 
Marjorie Bailey gave an illustrated 
talk on the Fall fashion picture and its 
relation to shoes. Arthur Fatt, of the 
Grey Advertising Agency, spoke on 
Newton Elkin promotion plans for Fall. 

Miss Shaver stressed the point that 
shoe men must begin to think for them- 
selves and to think objectively about 
the fashion picture as a whole and its 
effect on shoes. Stating that “manu- 
facturers, buyers and fashion women 
listen too much and think too little,” 
she said in part: 

“Superimposed knowledge is super- 
ficial. A superimposed structure on a 
building rarely turns out as well as had 
that element been included in the origi- 
nal planning and execution of the build- 
ing itself. Superimposed fashion infor- 
mation on any shoe department usually 
goes amiss... . 

“Any manufacturer, buyer or fashion 
woman dealing in shoes, hats or dresses 
must think in terms of women, the 
many types of lives they lead, and, most 
important of all, think of them from 
head to foot... . You cannot think of 
fashion by thinking of shoes alone, or 
dresses alone, or hats alone—instead, 
you must think of the entire fashion 
picture.” 

Speaking of the former dependence 
of American manufacturers on the 
French Couture, and emphasizing the 
French consideration of the complete 
ensemble as a preliminary move in de- 
signing, Miss Shaver asked: “How can 
we, in this country, sublimely cut off 
women’s heads, or more serious to you, 
today, their feet!” She concluded with 
four cryptic “observations of shoe oper- 
ations in relation to fashion and the 
promoting of fashions in shoes: First: 
I do not hold with the fashion woman 
who rushes to a shoe buyer and says, 
‘What a cute bag. Can’t we have some 
shoes to go with it?? NIBBLING! 


. 


“Second: I do not hold with the 
buyer who is afraid not to have in his 
department a bit of every fashion trend 
reported—better to put over one good 
job than hit or miss on six! 

“Third: I do not hold with shoe de- 
signers who design shoes to make 
women’s feet belong to anything but 
their bodies—superimposed designing is 
not good designing! 

“Fourth: I do not hold with any of 
us who do not do our own thinking, our 
own planning and our own acting— 
watching our competitors is wasted 
energy which can better be used by 
watching ourselves!” 


G-Man to Be Speaker at 
Shoe Club Dinner-Meeting 


New York—F. I. McGarraghy, spe- 
cial agent of the Federal Bureau of 
Investigation, will be the guest and fea- 
tured speaker at the regular monthly 
open dinner-meeting of the Shoe Club 
of New York, Tuesday evening, May 21, 
at the McAlpin hotel. 

Mr. McGarraghy’s talk will be very 
interesting as he will reveal the inside 
story of the operations of that much- 
publicized federal bureau. Music and 
light entertainment will be on the pro- 
gram during the dinner. 

These monthly dinner - meetings of 
the Shoe Club are not restricted to 
members of the club but are open to 
any shoe man who wishes to attend. 

Reservations may be made through 
Miss Morganstern, secretary of the 
club, at the headquarters at the Mc- 
Alpin hotel. Tickets are $1.75 per per- 
son. 


George Hickox Represents 
Western Shoe Co. 


INDIANAPOLIS, IND.—George Hickox, 
Ft. Wayne, Ind., is now traveling rep- 
resentative for Western Shoe Co., To- 
ledo, Ohio, in northern Indiana terri- 
tory. 





Dates to Remember 


Annual Convention Illinois Shoe Re- 
tailers Association and Illinois Shoe 
Travelers, Faust Hotel, Rockford, 

June 2, 3 and 4, 1940 

Fourth Annual Fall Style Show, South- 
western Shoe Travelers’ Association, 
Adolphus Hotel, Dallas, Texas 

June 2, 3, 4, 5, 1940 

Annual Convention Pacific North- 
west Retail Shoe Dealers Associa- 
tion, Spokane, Wash. 

June 2, 3, 4, 5, 1940 

Fall Shoe Show Mid-Continent Shoe 
Travelers Association, Biltmore 
Hotel, Oklahoma City, Okla. 

June 23, 24, 25, 1940 

Fifth Annual Midwest Shoe Fair, 
Netherland Plaza Hotel, Cincinnati, 

hi June 9, 10, 11, 1940 

Iowa Shoe Fair, sponsored by Iowa 
National Shoe Travelers’ Associa- 
tion, Hotel Fort Des Moines, Des 
Moines, Iowa....June 9, 10 and 11, 1940 

Annual Convention California Shoe 
Retailers Association, St. Francis 
Hotel, San Francisco, Calif. 

June 9, 10, 11, 12, 1940 

Annual Boston Shoe Fair, Hotels Stat- 
ler and Parker House, Boston, Mass. 

June 10, 11, 12, 13, 1940 

Annual Convention New York State 
Shoe Retailers Association, Hotel 
Syracuse, Syracuse, N. Y. 

June 16, 17, 1940 

Joint Annual Convention and Shoe 
Show, Wisconsin Shoe Travelers’ 
Association and Wisconsin Shoe 
Retailers’ Association, Plankinton 
Hotel, Milwaukee, Wis. 

June 16, 17 and 18, 1940 

Annual Michigan Summer Shoe Fair, 
Pantlind Hotel, Grand Rapids, 
FS a June 23 and 24, 1940 

Michigan Shoe Travelers Fall Shoe 
Show, Hotel Statler, Detroit, Mich. 

July 7, 8, 1940 

Tri State Shoe Mart, Pennsylvania 
Shoe Travelers Association, William 
Penn Hotel, Pittsburgh, Pa. 

July 7, 8, 9, 1940 

Charlotte Shoe Show, Sponsored by 
Charlotte Chamber of Commerce 
and Southern Shoe Travelers, Ho- 
tels Charlotte and Selwyn, Char- 

July 14, 15, 16, 1940 

Annual Outing Greater Buffalo Shoe 
Retailers Association and Affiliated 
Shoe Trades, Walker’s Grove, Wil- 
liamsville, N. Y August 14, 1940 

Official Opening of American Leathers 
and Style Conference for Spring, 
1941, Waldorf-Astoria Hotel, New 
York September 16, 17, 1940 





E. J. Kestley on Road 
For Nunn-Bush 


INDIANAPOLIS, IND.—E. J. Kestley, 
formerly with the Nunn-Bush shoe de- 
partment in the Patterson-Fletcher 
Men’s Store, Ft. Wayne, Ind., is now 
traveling representative for Nunn- 
Bush in Indiana and western Ohio. 
He is also a member of the Indiana 
Shoe Travelers’ Association. 
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Fall Shoes to Be Shown 
At Syracuse 


[CONTINUED FROM PAGE 39] 


Directors of the association will give 
a testimonial dinner in honor of Presi- 
dent Ernest R. Park at 6.30 p. m., with 
John Slater of New York, chairman of 
the board, presiding. 

Following the dinner there will be a 
business session at which committee 
reports will be made and subjects dis- 
cussed which may be brought to its at- 
tention by individual members. 

Monday forenoon will be devoted to 
inspection of the exhibits. 

President Park will preside at a 
luncheon to be held at 12.30 and at 
which Arthur D. Anderson, editor of 
the Boot AND SHOE REcORDER, has 
been invited to lead a forum discus- 
sion, with problems in shoe retailing to 
be presented and questions asked and 
answered. 

Ira Berman, one of the merchandis- 
ing instructors at the series of confer- 
ences being conducted under auspices 
of the Rochester Shoe Retailers Associ- 
ation—the school for shoe retailers— 
has been asked to tell of its work and 
what it hopes to accomplish. 

He will describe the steps which may 
be taken by other groups of shoe men 
to start similar schools in their com- 
munities without cost to themselves, 
since the Federal government will bear 
the expense as an aid to better mer- 
chandising methods. 

A committee on nominations has just 
been named by President Park, com- 
posed of Leslie Gardner, Oneonta, chair- 
man; William Pidgeon, Rochester; 
Henry Merton Smith, Penn Yan; Jesse 
Adler, New York, and Edward M. 
Flynn, Niagara Falls. 

At the close of the forum discussion 
it will make a report and the election 
of officers for the coming year is to 
follow, but they will not be inducted 
into office until the business of this con- 
vention is complete. 

The annual banquet will be held at 
6.30 when business will have less con- 
sideration than enjoyment. M. A. Mit- 
tleman, former president of the Na- 
tional Shoe Retailers Association, who 
is head of the I. Miller stores in Roch- 
ester, Buffalo and Cleveland, will be 
toastmaster, and promises an enter- 
taining speaking program. 

Hotel Syracuse will not only be head- 
quarters for the convention but all of 
its exhibits, as well as events on the 
program, will be there. 

Harry A. Chase of Rochester, secre- 
tary of the New York State Shoe Re- 
tailers Association, views with satisfac- 
tion the progress being made toward 
this annual gathering. 


Co-operate in Azalea Festival 


CHARLESTON, S. C.—James F. Con- 
don & Sons, retailers here, co-operated 
with the seventh annual Azalea Festi- 
val, held in Charleston recently, which 
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““WALK ON AIR” 


TRADE MARK CONSTRUCTION parent renvine 


Repeat demand for the fast-selling ‘‘Aerotized’’ comfort 
feature is doubling and tripling money-making volume for 
dealers who have featured the proved, ‘“Aerotized” idea 


in ladies’ arch shoes al 


4.00 and 5.00 Retail 


SEND FOR OUR 


“IN STOCK" PLAN 


that gives you fast-growing 
“aerotized’ volume without 


increasing inventory or 


investment 


A full, resilient air cushion 
at every “landing point’’ 
Extreme flexibility and com- 
fort from the very first step 


Success-Proved, Exclusive Aerotized Construction Speeds the Sale of 


Arch-Triumph, Aero-Glide, and Walk-Master Shoes 


the LV. MARKS & SONS Co. 


550 SYCAMORE 


is becoming well-known throughout the 
country. The store ran an ad in the 
special Azalea Festival rotogravure sec- 
tion of the local newspaper, and ex- 
tended a welcome to visitors to Charles- 
ton. 


Dow S. Barnes Store Moved 


IrHaca, N. Y.—The Dow S. Barnes 
Shoe Store, located formerly at 131 
East State Street, moved recently to 
new quarters at 205 East State Street. 
The new store has been completely ren- 
ovated and redecorated... A modern dis- 
play front and new type display 
fixtures inside have been installed. 


CINCINNATI, OHIO 


The store is under the proprietorship 
of Neil P. Kennelly, one of the directors 
of the New York State Shoe Retailers’ 
Association, It was founded forty years 
ago by Dow S. Barnes. 


Lester Bower to Travel East 
For Feder-Gregg 


New York — Lester Bower, well- 
known salesman in the shoe trade, has 
recently been appointed eastern rep- 
resentative of The Feder-Gregg Shoe 
Company of Cincinnati, Ohio. Mr. 
Bower will make his headquarters in 
the Marbridge Building, New York 
City. 
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Wedges Big Interest 
At Detroit Showing 


Detroit, MicH. — Wedges stole the 
show at the May monthly showing of 
the Michigan Shoe Travelers held at 
the Hotel Statler, Detroit. The call for 
wedges in whites and in multi-colors as 
well as in black is unabated, and there 
is every indication that this will be 
the popular shoe this Summer, accord- 
ing to Sam Kane, the group’s publicity 
director. 

The absence of President Bruce Dik- 
man and other active members was 
regretted, as it was necessary for them 
at this particular time to be in at- 
tendanee at their factories. 

The June monthly showing has been 
called off as all efforts are now being 
concentrated on the Travelers Fall Shoe 
Fair to be held here on July 7 and 8 
for which reservations are coming in 
rapidly and which promises to be an 
outstanding event. 


Alter with Freedman & Sons 


In N. E. Territory 


New Beprorp, Mass.—Manuel Alter 
now represents A. Freedman & Sons, 
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Inc., well-known manufacturers of 
men’s and boys’ footwear, in the New 
England and upper New York terri- 
tory. He has been assistant superin- 
tendent of the factory for two years 
and enters the selling field thoroughly 
equipped to render his customers a real 
service. He reports that merchants in 
his territory are still interested in cus- 
tom type shoes and that there is a 
strong demand for new ideas having 
an authentic style appeal. Several of 
these he plans to show in his Fall line 
in the near future. 


Open New York Showrooms 


New York — California Cobblers, 
Inc., of Los Angeles, have recently 
opened a showroom at 603 Marbridge 
Building, here. 

W. Braun, head of this company 
which makes a line pf casual footwear, 
displayed the line during the recent 
Fall openings in New York and be- 
cause of the favorable reception af- 
forded it, decided on the new show- 
rooms for the convenience of his cus- 
tomers in the East, South and Midwest. 

The new showroom will be in charge 
of Maria Springer, well-known stylist 
in sport fashions. 





Brown Shoe Salesmen Meet in St. Louis 


A. G. White, advertising manager of the Brown Shoe Company, introduces the 
Roblee national advertising program for Fall to salesmen gathered at the Coro- 


St. Louis, Mo.— The United Men’s 
Division of the Brown Shoe Co. opened 
up its new fall lines of men’s and boy’s 
shoes last week for the consideration of 
buyers and prospects following an en- 
thusiastic sales convention in St. Louis 
the week previous. Under the general 
direction of W. H. Ogden sales manager 
of the United Division, over 75 road- 
men gathered at the Hotel Coronado 
for a series of intensive meetings which 
took up three full days. 

John A. Bush, president of the Brown 
Shoe Company, opened the convention 
with a hearty welcome to the visiting 
salesmen; reviewed in general the busi- 
ness picture. He said: “Shoe prices are 
the lowest they have ever been during 





Hotel. 


a war and at the present time there is 
greater value in men’s shoes than in 
any other item of clothing. He pointed 
out that although production costs have 
climbed steadily since the war began, 
quality has remained at peak levels 
with little or no change in prices. 

Opinions expressed by the attending 
salesmen as well as the officials of the 
Brown Shoe Company indicate a gen- 
eral feeling that the Fall selling season 
is expected to be considerably better in 
point of volume than the season just 
past. 

Frederick Cook, of the National Boy 
Scout organization, was an unexpected 
guest at the final session of the con- 
vention. 


Morris Augenblick Honored 
On Twentieth Anniversary 


New YorkK—Some twenty years ago, 
Morris Augenblick, now president of 
the Morris Shoe Company, Inc., began 
pioneering in what to him was a new 
field of endeavor, namely, the shoe 
business, selling “BABY KAKS.” 

He was impressed with the idea that 
here was an opportunity to build a 
business based upon honesty and square 
dealing and he set to work building 
an organization for his rapidly grow- 
ing jobbing house. From one individual 
the Morris Shoe Company has grown 
to a staff of salesmen augmented by 
a well-trained and efficient office and 
shipping personnel. 

Recently, after completing 20 years 
of personal service as head of the 
business, Mr. Augenblick was pre- 
sented with a beautiful bronze placque 
from his entire staff commemorating 
the ever-growing success of his com- 
pany. 

In conjunction with this anniversary, 
Mr. Augenblick has planned a lunch- 
eon for his entire organization, who 
were helpful in the building of this 
business 


Newark Retailers Hear “Guide- 
posts to Business Health”’ 


NEWARK, N. J.—“Guideposts to Busi- 
ness Health” were discussed at a recent 
meeting of the Newark Shoe Retailers 
Association at the Hotel Douglas, in 
this city. The speaker, William Margu- 
lies, CPA, comparing individual busi- 
nesses with large business organiza- 
tions, explained how simple accounting 
reports can be used to diagnose business 
ailments and to suggest remedies for 
them. The talk was one of a series by 
members of a special committee of the 
New Jersey Association of Credit Men 
headed by Mr. Margulius. Other mem- 
bers of the group will speak at later 
sessions. John Storch, chairman of the 
program committee, presided. After the 
talk the speaker answered questions 
pertinent to his subject. 


S. Mogel Appointed Buyer 


BALTIMORE, Mp.—Simon Mogel has 
been appointed buyer of the Brager- 
Eisenberg Company’s shoe department, 
here. Mr. Mogel was formerly the 
manager of the Topps store in Balti- 
more and has been associated with the 
downstairs shoe department of Hutzler 
Brothers, Baltimore, and the Lansburgh 
shoe department, Washington. 

Mr. Mogel succeeds Miss Katherine 
Rodgers, who had charge of the Brager- 
Eisenberg department for some years. 
She gained her first shoe reputation 
as assistant under Abe Breslau at the 
Eisenberg store and she continued in 
that capacity until the business was 
merged with the Brager Company. Miss 
Rodgers is at present recuperating from 
an operation in a Baltimore hospital. 
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Be Market-Wise, Centralize 

You, 2s a buyer, can find what you want when you want 
it here—with a speed and certainty of selection not 
possible elsewhere. In the Marbridge yy | are 
more shoe and allied concerns than in any one build- 
ing in America. 
The Marbridge Building is in the very heart of mid- 
town New York. All the great retail stores are nearby. 
So, if you are in search of ideas, examples and promo- 
tions, center your attention here. 

D. S. Macponatp, Manager. 


MARBRIDGE BUILDING 


47 WEST 34th ST. also 1328 BROADWAY, N.Y.C. 
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Free display stand 


MADE IN 


KIWI ™ =ENGLAND 
THE 


QUALITY N : SOLD 
BOOT | IN THE 


POLISH 7 ) BETTER 
| SHOPS 


This attractive REVOLVING KIWI 
"Silent Salesman" 


has met with instantaneous approval by the 
progressive dealers who now swear by KIWI, 
the stain finish that has no equal. 


Shoe manufacturers who use KIWI in their fin- 
ishing rooms are suggesting KIWI for continued 
consumer use. 


The KIWI revolving stand is given free. See your 
jobber or write us for full particulars. 


LYONS & COMPANY e 122 Duane Street © New York City 


Exclusive Distributors of KIWI POLISHES in the U.S.A. 

















Hides Advance on Invasion 


[CONTINUED FROM PAGE 41] 
For all commodities, Moody’s index of spot prices and 
the Dow-Jones index of futures prices have shown slight 
increases over the same period. 

In recent trading, speculative interest has decreased 
in hide futures on the New York Commodity Exchange, 
but has been sufficient to absorb on the scale-down a 
moderate amount of selling by packers and dealers. As 
a consequence, hides have been taken off the spot mar- 
ket and placed in warehouses (as certificated stocks) 
against exchange commitments. This is evidenced by 
a reversal of the declining trend in certificated stocks 
which began in August, 1939. At the end of February, 
certificated stocks in warehouses licensed by the Com- 
modity Exchange amounted to 909,000 hides. By the 
end of March they had risen to 913,000 hides and the 
latest figure (May) indicated a total of 941,000 hides. 
All this indicates that speculative buying of hides, while 
comparatively quiet, is nevertheless relatively greater 
than tanner interest at present. This is not hard to 
understand, since the advance in leather prices recently 
has not been considered commensurate with rises in 
raw hide prices. 

Supply Picture 

Keeping the industry in a sound statistical position, 
hide and leather stocks declined with the decrease in 
leather production and consumption. In fact, total 


visible stocks of hides and leather April 1, the latest 
figure reported, were 12,558,000 equivalent hides, or 
but 2000 hides above the record low level of Oct. 31. 
1939. When translated into terms of current months’ 
supply, stocks of hides and leather show relatively little 
change and compare as follows: 
Number of Months’ Supply 
Apr. 1 Mar.1 Apr. 1, 1939 
Raw hides' 2. 2.02 


In-process hides’ 2. 2. 2.21 
Finished leather’ 2. 2. 2.34 


Total hide and leather 
i. (cté dhebes.e 6.77 6.57 


1In terms of wettings. 
2In terms of leather production. 
*In terms of leather consumption. 


A six-months’ supply is just about equal to the length 
of the tanning process, so that present supplies are 
adequate only at the current moderate rate of consump- 
tion. 


Stores Cooperate in White Promotion 


Montcomery, ALA.—Promotions of white shoe sales 
were launched here May 12, with ads of all the leading 
shoe stores in the Sunday papers. 

Kaber’s took the lead in window displays by devoting 
the largest of its three windows to white shoes only as 
a Mother’s Day promotion, for an entire week ahead 
of other stores. 
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INNERSOLES - COUNTERS - WELTING 
EDGAR S. KIEFER TANNING CO. 


Sales: Chicago, 223 W. Lake St. Boston, 42 Lincoin St. 
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Norman Harris with 
Gregory & Read in Midwest 


New York—Norman Harris, former- 
ly with the Wolff-Tober Shoe Mfg. Co., 
St. Louis, Mo., recently joined the sales 
staff of the Gregory & Read Company, 
Lynn, Mass., and will cover the Mid- 
west territory for that firm. 

O. J. Sullivan and George Daven will 
cover the eastern territory for the firm, 
making their headquarters in the New 
York office. Mr. Sullivan will cover New 
York, Philadelphia, Baltimore, Wash- 
ington and Pittsburgh; Mr. Daven will 
cover New York State, Pennsylvania, 
New Jersey and New England. 

Representing the firm in the West is 
A. M. McNaughton, who covers the ter- 
ritory west of Chicago and on the 
Pacific Coast. 





Wolock & Bauer Shop Moved 


Cuicaco, Int. — Maurice Wolock, 
owner of Wolock & Bauer, has recently 
made another outstanding contribution 
to the Chicago Loop’s fine retail shoe 
stores. He has moved his Wabash and 
Randolph store te an ultra-modern 
salon in the new Capitol building a 
block went on Randolph Street. 

The new shop, which carries out the 
salon atmosphere, is oval in shape and 
modernistic in decoration. The color 
scheme is in two shades of green with 
green upholstery and green carpeting. 
Comfortable chairs, lounges and settees 
are provided for customers. A huge 
mirror covering almost the entire wall 
is at the end of the shop opposite the 
entrance, giving back a reflected view 
of the entire interior. There are also 
large mirrors on. either side of the 
shop, giving the customer an oppor- 
tunity not only to examine her shoes 
alone but also to observe their effect 
with her entire ensemble. 


Circular shadow box type display 
cases which are lighted from the top, 
have been built at intervals along the 
wall and are used to show matching 
shoes and bags. All stock is hidden. 
On either side of the entrance are two 
natural wood counters, one for hosiery 
and the other for handbags, which are 
matched to many of the Wolock & 
Bauer shoes. 

The display window treatment in 
this new salon is most effective and 
unusual. The portion of the window 
facing on the sidewalk contains an as- 
sorted collection of shoes and bags. 
The glass in this curves in and the 
portion of the window in the entrance 
way is divided into sections lighted 
from above. This treatment permits 
attractive ensembling of shoes, hosiery, 
belts, gloves and bags. Each division 
has a background of a different color, 
blue, coral, green and yellow being 
used. Several sections are given over 
to wedges, one to reptiles, one to blue 
shoes, one to red, one to brown, and 
several to other color combinations. 





General Division to Make 
New Women’s Line 


ATLANTA, GA.—A new line of walk- 
ing oxfords, to be called Friendly Shoes 
for Women, was announced by the 
Edgewood Shoe Factories, Division of 
General Shoe Corporation for the com- 
ing Fall season. The line will be mer- 
chandised with dealer helps and adver- 
tising. It will retail in the $4.00 price 
range. 

The Friendly Shoes will be composed 
entirely of walking types of oxfords but 
smartly styled. The line will be de- 
signed to meet the demands of the 
younger set. 

The Edgewood shoe factories have 
been making welt oxfords for over 
fifteen years. They have a large plant 
in Atlanta, Georgia, making 5000 pairs 
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t Shoes 


Th Oldes: 
Youngest Feel 


Most widely distributed 
brand of infant footwear in 
America ... pioneers in the 
scientific study of the rapid 
development of little feet 

..and recognized author- 
ity in the making and fitting 
of baby shoes from 0 to 8 
. « + types and styles for 
each age and purpose. Let 
this experience be your buy- 
ing guide. 


THIS IS THE RECORD OF 
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per day, and a new plant in Lawrence- 
ville, Georgia, which will soon be mak- 
ing from 6000 to 7000 per day. Sales 
office is located in Atlanta. 


Shoe Production Off 
In New England States 


Boston, Mass. — Although Massa- 
chusetts led all shoe states in produc- 
tion during the month of March, manu- 
facturing 6,850,432 pairs, according to 
statistics based on reports of the U. S. 
Bureau of the Census, this production 
represented a loss of 20 per cent from 
the production figures of 1939. All other 
states, with the exception of Wisconsin, 
with a gain of two per cent, registered 
losses. 

Maine and New Hampshire produc- 
tion was 15 and 24 per cent, respective- 
ly, below their production records of 
last year. Total production for the 
three New England states was 13,- 
080,473 pairs. 

For the three-month period—Janu- 
ary through March—the New England 
shoe states produced 38,240,767 pairs, 
a decrease of nine per cent from the 
same period of last year. Massachu- 
setts’ output was 10 per cent lower, as 
was that of New Hampshire, while the 
decrease in the case of Maine was three 
per cent. 
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°° CHILD LIFE 
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TOM 


“IN THE GROOVE” 


1 TOM-BOY Shoes feature 34 styles in stock to retail 


at $2.95. 


1 TOM-BOY Shoes fit right—wear longer because of their 


Cordovan soles. 


7 Salesmen are now on the territories with the new fall 
line. Write to have him call. 


No. 8630 
White Elk 
6/28 B, C, D, $1.80 
82-12 A, B, C, D, $2.00 


PRESTIGE 





First-Quarter Business 
Satisfactory 


CINCINNATI, OnIO—E. E. Held, buyer 
for Mabley & Carew’s shoe depart- 
ments, reports that business for the 
first quarter, ending May first, is just 
about the same as last year. This is, 
however, more than satisfactory, says 
Mr. Held, because this year’s figures do 
not have the advantage of the ordi- 
narily regular anniversary sale which 
occurs each year in March, the sale 
this year being eliminated because of 
the early conflicting Easter season. 

Blacks led even more definitely the 
first three months of this year than 
in the same period last year. In 1939 
blacks were 49.2 per cent of sales 
whereas this year, black for the same 
period jumped to 58 per cent. Despite 
the steady sale of blue, last year’s per- 
centage was 28.4 for the first quarter, 
this year, 22.6. Dark brown, beige, and 
some tans were also in the picture. 

Mr. Held keeps a complete record 
of color percentages, this chart prov- 
ing helpful as a guide in anticipating 
demand. Whereas whites for the first 
quarter this year dropped to 6.3 per 
cent compared with 9.4 for last year, 
this is attributed to the freakish 
weather Cincinnati is having. Figures 
for May, 1939, show a rocket jump 
for white of 73 per cent. 

Mr. Held is being kept very busy 
these days with plans for the new 
children’s shoe shop which is to be 
ready about the middle of May. 


Shoe Changes in Los Angeles 


Los ANGELES, CALIF.—Abe Bender is 
now representative for the top grades 
of the Weyenberg Shoe Co. in the ter- 
ritory of Southern California. He will 
travel from San Diego to San Fran- 
cisco and will work out of this city. 
Special work will be done on the new 
Sheffield line which retails around the 
the $7 mark. Bender is well known 
to the local trade having been men’s 
shoe buyer in The May Co. local store 
for a number of years. 

Ed L. Morgan who has traveled this 
section for Weyenberg for the past 12 


SHOE MFG. CO. 


Milwaukee, Wis. 
Marbridge Bidg., New York 


AND PROFIT” 





Men’s Window Stresses Style and Fitting 


The Field Shoe Co., Des Moines, Iowa, used the interesting window display repro- 

duced above in conjunction with newspaper advertising to call the attention of the 

men of the community to the fact that they offer 120 sizes in stock in their fea- 

tured line of Racine shoes. The window formed part of a special demonstration 
of these shoes conducted by Field’s. 





years is now concentrating his efforts 
on the work shoe and volume men’s 
shoe trade for his firm in his estab- 
lished territory. .This split in lines 
will give the Weyenberg Shoe Co. much 
closer coverage than they were able to 
have with only one man on the job. 

Ned Dreyfus has opened up head- 
quarters in the Hotel Lankershim with 
his Portage Shoe Manufacturing Co. 
line. He is featuring the new Stanford 
brand in addition to the names already 
established by Portage. 


Portland Retailers Optimistic 
On Late Spring Business 


PoRTLAND, ORE. — Portland’s shoe 
dealers, are practically united in the 
opinion that May will be the heaviest 
selling month of the year. The long- 
continued rain of April depressed sales 
from 10 to 15 per cent but the coming 
60 days promise to overcome this sell- 
ing slump. 

Increased buying was noted for 
Mother’s Day both in the shoe and 
hosiery departments. In many lines of 
business, especially steel and lumber, 


payrolls show a better than 10 per cent 
increase, due to orders from various 
government work. 


Price with Weyenberg 
In Indiana Territory 


INDIANAPOLIS, IND.— George Price, 
formerly with Holland Racine Shoe 
Co., is now representing the Weyen- 
berg Shoe Co., Milwaukee, Wis., in 
Indiana. He will sell the economy welt 
line and work shoes. Mr. Price is work- 
ing in conjunction with George Moore 
and Paul Kennedy, also representatives 
for the Weyenberg Co. 


Goodman Heads Russek’s 
Department in Detroit 


Detroit, Micuh.—Joe Goodman, for- 
merly with Bonwit-Teller of Philadel- 
phia, has returned to Detroit as gen- 
eral manager of Russek’s Shoe Depart- 
ment. Mr. Goodman is well known to 
the industry here, as he was associated 
with the B. Seigel Company for several 
years before going East. 





Riding Shoes 


a i ec i eatin eee ended 


IN STOCK 
FOR MEN, WOMEN 
and CHILDREN 


ALSO 
JODHPUR & FIELD 
BOOTS 


Mexican Huaraches 








Warm Weather Stimulates 
White Demand 


Boston, Mass.—Shoppers, women in 
particular, are displaying a more active 
interest in shoes than at any time since 
early last Fall, judging by reports re- 
ceived from merchants in Boston and 
vicinity. At regular prices—without the 
stimulus of sales—they have abruptly 
deserted the black leathers which were 
in demand during the early Spring and 
have swung into the buying of whites 
without having more than nibbled at 
tans which, it had been hoped, would 
fill the gap between Spring and Sum- 
mer selling. Blues continue to sell to 
some extent but the big demand, stimu- 
lated, of course, by the warmer weather, 
is for white dress shoes. Wedged heel 
novelties are strong, more so in the 
lower than in the higher grades. 

Business in men’s shoes does not 
show any great increase, though some 
business is being done in whites and 
sport shoe types. Golf shoes, both 
those with spiked soles and those with 
rubber composition soling, are active in 
all grades. 
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Samuel G. Staff Heads 
Shoe Retailers League 


New York—Samuel G. Staff, pres- 
ident of Julius Grossman Shoes, was 
elected president of the Shoe Retailers 
League, Inc., at a recent meeting of this 
organization during which plans were 
formulated to enlarge the membership 
and make of it a closer working group. 

The Shoe Retailers League is an or- 
ganization of unionized stores through- 


SAMUEL G. STAFF 


out the five boroughs of New York 
City, brought together to encourage 
better employer-employee relations. The 
League recently sent out a letter en- 
closed with which was a questionnaire 
card. To date there have been over 250 
replies to the letters from stores in- 
terested in the aims of the League. 

At the present time, the League has 
a membership of approximately 150 
stores in the Greater New York area 
and it is expected that within a short 
time every retail shoe store in the city 
employing union help will be rep- 
resented in the League. 

Other officers elected with Mr. Staff 
were: William D. Benjes, London Char- 
acter Shoes Corp., vice-president; 
Gerald Gellady, Ansonia Shoes, Inc., 
secretary, and Charles Katz, M. Katz, 
Inc., treasurer. 

The Board of Directors is as follows: 
Joseph Haber, Arthur Kent, Inc.; Her- 
man Treibitz, Tree Mark Shoe Co.; 
Harry Stadler, Stuart Brooks Shoes; 
Norman D. Dellerson, Dave, “Your 
Shoeman”; Robert Jacobson, Jacobson 
Bros.; Robert Blumenthal, Bob’s Smart 
Shoes; Lawrence Naboshek, Naboshek’s 
Shoes; Benjamin Goodley, Goodley 
Shoes, and Amiel Caplan, executive 
vice-president. 


New Chicago Loop 
Store Opened 


Cuicaco, ILu.—Philip Ginsberg has 
recently opened the Queen Quality Boot 
Shop at 70 East Madison Avenue, in 
Chicago. 


* 
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IN STOLK PRE WELTS 





740 Patent Leather 


742 White Elk Sizes 2/9 


The best months of the year are here 
for merchants to sell more ELAM’S 
PRE-WELTS. It is also time for rush 
orders and size-ups and we can fill 
them and ship them the same day. 


F.S. ELAM SHOE CO. 








Miller Opens New 
Harrisburg Store 


HARRISBURG, Pa.—Arleigh Miller, as- 
sociated with the retail shoe business 
in Harrisburg for twenty-six years, 
opened his new store for women and 
children recently at 5 South Market 
Square. 

Mr. Miller, who until several years 
ago operated his own store, was man- 
ager for Hermann’s Store for Ladies 
for the past several years. The new 
store is called Miller’s Shoe Store. 

The interior has pale pink walls, a 
grey ceiling and blue shelves. In the 
women’s department there are fourteen 
blue upholstered modernistic chrome 
chairs. There are five blue chairs in 
the children’s department, and pictures 
of nursery rhyme characters decorate 
the walls. The floor is finished in a 
natural stain, with contrasting rugs. 

The exterior boasts two large display 
windows carrying out the same color 
scheme as the interior. A large green 
and red neon sign has been placed on 
the exterior. The windows may be 
shaded with blue venetian blinds. 

Miller’s new store features a com- 
plete line of nationally-advertised foot- 
wear for women and children. 

The children’s department, according 
to Mr. Miller, features a complete line 
of footwear for boys and girls in the 
medium price range. 
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Obituaries 


William F. Lane 


New York—William F. Lane, sales 
manager for New Castle Division, 
Allied Kid Company, died suddenly, 
early Sunday, May 12, at his Summer 
home in Huntington, Long Island. He 
had been well and active with the com- 
pany through Friday, May 10. He was 
48 years old, and had been associated 
with Robert E. Binger of the New 
Castle Leather Company for 28 years. 
Previously, he served as vice-president 
and general sales-manager for this 
firm. 

“Billie” Lane, as he was affectionate- 
ly called, was one of the best-known 
and most popular salesmen in the 
leather industry. In the shoe business, 
he was known from coast to coast 
through many years of association. In 
the past year, he had been instru- 
mental in introducing kidskin to the 
bag trade. 

Mr. Lane is survived by his wife, 
Martha Monroe Lane, to whom he had 
been married for 25 years, and his son, 
Joseph. A younger son, William, Jr., 
died five years ago. Funeral services 
were held Wednesday, May 15, at his 
New York home, 534 Third Street, 
Brooklyn, followed by last rites at St. 
Saviour’s Church, Brooklyn. Interment 
was in St. John’s Cemetery, Long Is- 
land. 


Frank R. Cahill 


RocHEsTER, N. Y.—F rank R. Cahill, 
nationally known traveling shoe sales- 
man for the Selby Shoe Company, 
Portsmouth, Ohio, died at his home, 
1230 South Avenue, in this city, re- 
cently, after an illness of six months. 

As a boy of 17, Mr. Cahill began his 
career in the shoe business with the 
Julian & Kokenge Company, Cincinnati, 
and was later with the Menihan Com- 
pany of Rochester for ten years. For 
a time he owned and operated a chain 
of shoe stores in Latrobe, Pa., and 
Ohio cities. 

Then he became vice-president and 
general manager of the C. & E. Shoe 
Company of Cincinnati. Eight years 
ago he went on the road for Selby, 
covering the states of Ohio, Michigan, 
Indiana and Kentucky, a popular figure 
in the shoe trade. 

Besides his wife, he leaves a son, a 
sister and two grandchildren. 


B. L. Dillingham, Sr. 


Austin, Tex.—B. L. Dillingham, Sr., 
owner and operator of the Dillingham 
Shoe Store, died recently, after hav- 
ing lived almost his entire 81 years in 
Austin. His first job, after working in 
a general store in Austin, was in 1879 
with Richard Goldart who had just 
opened the first high grade shoe ‘store. 


After spending a few years in this 
store, he went to Mills County, taking 
over 5280 acres of land, and operating 
it as a ranch. In 1895 he returned to 
Austin and founded the Dillingham 
Shoe Store, today the oldest shoe store 
in that section of the state. 


J. Louis Frederick 


GREENVILLE, Pa.—J. Louis Frederick, 
83, formerly in the retail shoe business, 
here, and later on the road for the Dut- 
tenhofer Shoe Co., Cincinnati, Ohio, 
died recently after a long illness. 

Mr. Frederick was well known to the 
trade, as he traveled for the Dutten- 
hofer Shoe Co. for over 40 years until 
his retirement ten years ago. He moved 
to Greenville from Butler, Pa., and 
established a retail shoe store which he 
operated for several years before going 
on the road. 

He is survived by five children and 
one sister. 


John L. Schmidt 


CoLuMsBus, On10—John L. Schmidt, 
70, former director of manufacturing 
for the H. C. Godman Shoe Co., Colum- 
bus, died suddenly, recently. He had 
retired several years ago, after being 
associated with the firm for 40 years. 
His wife, Mrs. Katherine Pitz Schmidt; 
a daughter, a granddaughter, and two 
sisters survive him. 

Shortly after coming here from 
Bavaria, at the age of 15, he became 
associated with the shoe company. Nine 
years later, he was named general man- 
ager of the firm’s plant in Lancaster, 
Ohio, a post he held for 22 years. He 
then returned to Columbus as director 
of manufacturing. 


Frank W. Dabney 


RICHMOND, VA. — Frank Winston 
Dabney, 78, one of Richmond’s leading 
business men, died recently at his home 
in Richmond, after a long illness. 

Mr. Dabney was engaged in the shoe 
business in Richmond for 58 years. He 
was born at Green Springs, Louisa 
County, Virginia, the son of Robert 
William Dabney and Mrs. Fannie 
Nuckols Dabney. 
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Employees Invest Bonus 


In Business 


RockFrorp, MicH. — The Wolverine 
Shoe & Tanning Co., through its presi- 
dent G. A. Krause, has announced that 
314 of 761 employees of the company 
have used their 1939 bonus under the 
firm’s 20-year-old profit sharing plan 
to become partners in the business. 

These employees were allowed to pur- 
chase shares of stock under the profit 
sharing plan at book value. They in- 
vested $33,204 in stock. 


C2080—White Kid, Draped 
C5052—-White Linen, Draped 
C7902—-White Satin, Draped 


21/8 Louis Heel 
S and M Widths 





C2081—-White Kid, Draped 
C5053—-White Linen, Draped 
C7903—-White Satin, Draped 


16/8 Cuban Heel 
8 and M Widths 


Write Today for Our Catalog 


.LANNAHSON G, 


HAVERHILL, MASS. 

















The total bonus distributed in 1939 
among 761 employees was $76,378. Only 
employees on the payroll for a year or 
longer were eligible. Upon completion 
of each ten year period of employment 
the corporation also pays the worker 
$100 in addition to the regular bonus. 
Seventy-three collected the $100 pay- 
ments under this service plan last year. 

The company’s bonus plan is a co- 
operative venture under which the 
corporation seeks to reward conscien- 
tious efforts of its employees. 


War’s Effects on Prices 
[CONTINUED FROM PAGE 34] 


a world dominated by militaristic states 
to an extent which even Napoleon never 
dreamed of. 

“The German attack may fail. If it 
does, then that doesn’t mean the Allies 
can march into a defeated Germany. 
Particularly if Italy and Russia come 
in, then failure of the attack on Eng- 
land will not mean the end of the war. 
Instead, it may well mean only the be- 
ginning of a very long and bitter war 
of attrition.” 

Aside from the business session, at 
which these addresses were heard, the 
meeting was largely given over to so- 
cial activities, with golf as the princi- 
pal feature of the program. 








4, Something 
NEW! 
that will ADD 


$$SOSOSSHS 
to your NET piuopit 


zomee, smart retailers take 
risers every break to increase NUT 
Our NEW LIFE Foot 
con eon PS %.0. A 
soon x; ONE ILLAR on each 


vestment of 50¢! ir tarnever 
—— merenee, 2 pairs a ° 


to your year! 
profit—with no extra selling ex- 
pense. Not old fashioned arch 
supports or mere See, Pads, 
but modern foot a 
we e 2 rer. They. ft 
heel Light! exible! 
Provide teotens relief to those 8 out 
of 10 cases of painful feet that are 
in the first s of foot disorder. 
Help your mers to greater 
foot comfort—and help yourself to 
eater profit! Be convinced—send 
or samples or complete stock— 
four sizes for men, four sizes for 
wenen ata cost of only $4.00. Send 
oday! 


FOOTCUSHION COMPANY 
607 N. Florence — El Paso, Texas. 

















Unusual Promotional Stunt 


Str. Louis, Mo. — Winthrop dealers 
were surprised recently to receive a 
small package with a label which read 
“This is Duck Soup.” Upon opening the 
package they found that they had re- 
ceived a can of soup with a label which 
read “Winthrpp’s Sensational New 
‘Action-Free’ Construction” and under- 
neath, “P. S. Duck Soup is out of sea- 
son so we’re sending you this can of 
Campbell’s delicious tomato soup in- 
stead.” 

This was used to announce Win- 
throp’s new flexible construction and 
was received with a great deal of in- 
terest by both their customers and 
prospects. 

A reproduction of the front cover of 
the April 27 issue of Boor & SHoE 
RECORDER was wrapped around the can 
of soup. 


Bids Asked On 
Flying Cadet Shoes 


Boston, Mass.—The commanding of- 
ficer of the Boston Quartermaster Corps 
has advertised for bids covering the 
manufacture of 408 pairs of shoes for 
flying cadets. These are black calf 
leather oxfords which are worn with 
dress uniforms, and are to be issued, 
presumably, to youths who have recent- 
ly joined that branch of the air service. 
Bids are to be opened May 21. 
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Turnover You Don’t Want 


by MILTON FIGEN 


In Two Parts: PART Il 
(Part I appeared last week] 


Concretely illustrating the results of 
failure to help extras obtain a “work- 
ing knowledge” is the experience of 
one middle-western store owner. Known 
as a “tough” manager, he has a rule 
that “no customer shall walk out of 
this store unsold.” Curiously enough, 
few customers, once waited upon, go 
out unsold. For, once the customer is 
seated, she is in a mesh from which 
escape is difficult. If the first man 
can’t sell her, a second and a third 
have a try at her. If the third doesn’t 
sell her, the assistant manager is called 
in. Should the customer prepare to 
leave, still unsold, the owner, if he is 
on the floor, is called in. Though this 
system proves trying on many custom- 
ers, it has worked out well—except 
during rush periods. During such pe- 
riods, with the sales force doubled and 
often trebled, the store is a madhouse. 
Because of the time consumed in sell- 
ing each customer, scores, worn out by 
waiting to be served, walk out. They 
walk out saying “no,” they “don’t want 
shoes,” or they “were only looking,” or 
they “just came in with friends.” 


Training Extra Salespeople 

As may be surmised, the above store 
has a good location and enjoys an ex- 
traordinarily fine traffic. Yet the 
method it employs in acquainting ex- 
tras with stock is the most rudimen- 
tary. It consists in having the new 
men help in arranging stock in the 
mornings. Because the stock is so big, 
they seldom really get to know it. Be- 
cause most of the extras do poorly, 
there is, from Saturday to Saturday, 
a large turnover in their ranks. Out 
of, say, two dozen extras on the floor, 
no more than five may hit their quotas. 
The amount of business which is “lost” 
is huge. 

In the opinion of this writer, the best 
way of plugging the hole is for store 
owners, whether their establishments be 
large or small, to buckle down and 
systematically train their help, includ- 
ing extras as well as regulars. There 
is no better way of doing this than by 
holding regular weekly clinics. There 
is nothing new in this suggestion. It 
has been, and is being, tried in stores 
all over the country with varying de- 
grees of success. Below is outlined a 
clinic set-up, which, if followed con- 
sistently, will prove of inestimable 
benefit. It has been employed success- 
fully in other kinds of stores, and ap- 
pears below adapted for the training of 
shoe store personnel. 

1. The clinic should last two hours. 

2. It should be held on a night when 
all extras who will appear on the floor 
during the week can attend. 

3. To make attendance attractive, a 


form of payment for being present 
should be devised: either through an 
outright premium or through some ad- 
justment in pay schedule. (This invest- 
ment in your men will more than pay 
for itself, you may feel assured.) 

4. Time should be allowed during 
these sessions for discussions and dem- 
onstrations of selling techniques and 
style pointers as well as of stock and 
stock location. 

5. As noted above, the clinic is di- 
vided into two kinds of activity, discus- 
sions and demonstrations. Discussions 
take their best form in the “give and 
take” of questions and answers. 

6. With the manager or store owner 
on the asking end of the questions, he 
can easily devise and spring questions 
as lively as the following illustrations: 

A. If the size you want in Style 
331-437 is temporarily out, or being 
shown by another man, what is the 
best style to show your customer as a 
substitute? Why? 

B. Why wouldn’t you show a large 
woman Style 217-301? Answer might 
be that the style is too youthful or that 
it comes only in small sizes. 

(The above are stock-teaching ques- 
tions.) 

C. Why wouldn’t you show a custo- 
mer Style 742-511 to be worn with a 
Spring sport coat? Answer might be 
that the average woman wouldn’t wear 
such a dressy shoe with a sport coat. 

(This kind of question combines the 
teaching of stock and style.) 

D. If a customer wants to try on 
“every shoe in stock,” would you 1. 
Discourage her by telling her you have 
nothing more to show her; 2. Keep her 
waiting as long as possible between 
trips for more shoes; 3. Keep praising 
a certain style to her; or 4. Analyze 
with her the ensemble she wants the 
shoes to fit in with? 

(This kind of question involves sell- 
ing techniques.) 

7. The store owner may offer prizes 
for the best questions of the above 
types submitted and accepted by him. 

8. The store owner may hold a ques- 
tion and answer period with himself 
on the receiving end, no holds barred. 

9. Among the demonstrations em- 
ployed, the best for teaching stock lo- 
cation is to use tables under each shelf 
section—with each style in each section 
displayed with its number prominent 
enough for all the new men to inspect 
and associate with the shoe itself. 

10. Numbers having minute style 
differences should be associated in the 
men’s minds. Many sales are saved by 
a salesman’s being able to show some- 
thing “like this, but a little different.” 

11. Actual “sales” may be drama- 
tized. This takes the greatest amount 
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of skill and planning, but is a most 
effective device. There is usually one 
man in a store’s regular staff who has 
sufficient ability to put on such a dem- 
onstration. He can work it out ahead 
of time with the stenographer or with 
the wrapping girl, if the store employs 
one. 

Can the average proprietor take the 
time to stage such weekly clinics? 

He can. 

He can if he remembers that, when 
all is said and done, it is the salesmen 
who make the sales. 

He can if he remembers that the 
time spent in improving the efficiency 
of his sales force is as much of an 
investment for added profits (or for 
plugging the hole of lost profits) as is 
the money spent in stocking a store 
with merchandise, displaying that mer- 
chandise and advertising it. 

He can if, at the close of a busy 
Saturday, he compares the sales of 
regular and extra men and ponders (as 
who hasn’t) as to how he might rec- 
tify the vast discrepancy between the 
man who is no more than a customer- 
holder and the man who is a salesman. 


Unique Interior Treatment 
[CONTINUED FROM PAGE 24] 


and match the show window; graceful 
chairs and settees in natural maple and 
soft rose and blue, and flesh-tinted mir- 
rors to lend additional vistas of light 
and charm. 

William T. Generous, a native of 
Pawtucket, R. I., is in charge of the 
women’s department. A graduate of 
LaSalle Academy, Mr. Generous has 
been affiliated with the firm for the 
past several years. 

Masculinity reigns in the men’s de- 
partment. Glowing red leather chairs 
replace the femininity of Swedish mod- 
ern, and virile blue covers the floor. 

In the men’s salon, too, flush ceiling 
lights and cream Venetian blinds make 
the section a masterpiece of roomy ease. 
Floor cases are fluorescent lighted, the 
only concession to complete day-light- 
ing on the floor. The “Bachelors’ 
Hall” series of six authentic English 
prints are a pleasant masculine note 


. 


be 


real source of profits. 
Inquiries invited 


357 Fourth Avenue 


PU 


SUT 


Our factoring service makes it possible 
for the shoe executive to devote full time 
to production and selling activities—the 


Braach Offices 
LYNCHBURG, VA. GRAND BAPIDS, MICH. LOS ANGELES, CALIF. 
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and are the only deviation from strik- 
ing simplicity. 

Many of the styles found in the shop, 
in the women’s salon, particularly, are 
the store’s own design and all are con- 
structed and fashioned according to the 
highest standard set in the first Crego 
store—more than 30 years ago. 

In addition to the beautiful interior, 
the store also has ample window space 
on both Second and Walnut Streets. 


Shoe Lectures Win Customers 
[CONTINUED FROM PAGE 32] 


audience. He doesn’t depend entirely 
upon words, however. He enlivens the 
story with the powerful appeal of pic- 
tures, and not just pictures, but motion 
pictures, in color. Here, perhaps, is Mr. 
Hall’s most significant contribution to 
this method of presenting the educa- 
tional story of feet and shoes. 

The motion pictures which Mr. Hall 
uses are the result of his own ideas 
and efforts, aided by his son, a prac- 
ticing podiatrist, who contributed a 
background of professional knowledge. 
They show various types of feet and 
foot conditions, feet at rest and feet in 
motion, walking and in all sorts of 
daily activities—feet of men, women 
and children. Mr. Hall has had con- 
siderable experience in the making of 
motion pictures and does a really pro- 
fessional job. He owns a high-grade 





projector which displays them to the 
best possible advantage, with sound in 
the form of soft music which does not 
interfere with the lecture, but really 
adds to its effectiveness. 

Boot AND SHOE RECORDER representa- 
tives attended one of Mr. Hall’s lectures 
recently and were impressed with the 
fine attendance of high-grade, intelli- 
gent people and with the favorable 
impression which Mr. Hall’s presenta- 
tion of the subject made upon the audi- 
ence. No selling is done during the lec- 
ture period, but an invitation is ex- 
tended to visit the store for consulta- 
tion upon any individual foot problem. 
These invitations are frequently ac- 
cepted and the contacts thus estab- 
lished have produced gratifying results 
in the building of sales. In fact the in- 
fluence of these meetings and lectures 
extends far beyond the immediate 
groups that attend and it is by no 
means unusual for a new customer at 
Hall’s to explain that she heard of the 
store through some friend who has 
attended one of the lectures. Thus the 
plan has proved its worth in bringing 
new business to Hall’s Shoes. 


Returns as Superintendent 


FABMINGTON, N. H.—Joseph Con- 
nors, former superintendent of the 
Rondeau-Burtron shoe factories, here, 
has returned to his old position. 








YUEN the man at the Fitting Stool de- 


scribes the materials and parts of a shoe 


to his customer, he is, in all probability, using 
informative data secured from his favorite 


trade magazine, Boot and Shoe Recorder. 
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SELL THOSE WINDOW SHOPPERS 
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It probably is—because Style Men 
everywhere find that BREASTLOCK 
HEELS enable them to attain new 
close-coupled effects and eliminate 









the danger that comes from using 
high Cuban Heels. 








Formerly Style Men didn’t dare try for close-coupled 





effects on high straight-front or Cuban heels. Finally 
we found out what was wrong with high heels and did 






something about it. We offered style men heels that 





were scientifically designed to strengthen the shoe at 





its weakest point, the heel breasting; heels designed to 






eliminate kick-back and kick-under; heels designed to 






eliminate wobble. 








And you'll be pleased to know that, in spite of all these 





advantages, most types of shoes cost no more with 


BREASTLOCK HEELS; some cost less. 







Reg. U. S. Pat. Off. 
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sified == Mantle, 





SALESMEN WANTED 


LINE WANTED 


BUSINESS OPPORTUNITY 








SALESMAN wanted in Chicago and Pittsburgh 
and sw ing territories to mL medium 
grade Pre-Welt shoes to reli retail and de- 
partment store trade. Can be carried with non- 

i trictly hao ~_ - basis. Ad- 
dress £732, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





pt ge wy - experienced salesman for Wo- 
lasts in New England territory. 
Write S731 care Boot & Shoe Soserdere 239 


West 39th Street, New York City, N. Y., giv- 





ing complete chro experience. 
WANTED: TRAVELING SALESMEN— 
Women’s and Children’s Novelty soft sole 


slippers, for Middle West, Pacific Coast and 
Southern States. 


Commission basis. 
2734, care Boot & Shoe -. 2 239 West 
39th Street, New York, N. 





G ALESMEN: For in stock line of men’s and 
women’s hard and soft sole slippers, on 
strictly commisssion basis. Must y= | 
engaged with non-conflicting line. Give = 
rticulars in application, age, experience 
ln you now represent. Territory open, = 


Tennessee, Louisiana, Mississippi, Wiscon- 


og yy $740, care 
Boot and Sine Recorder, 140 Federal St., 
Boston, Mass. 





ANTED: A salesman familiar with terri- 
tory west of Pittsburgh and Chicago to car 
a well known line of men’s and boys’ in-stock 
shoes. Drawing account against commissions. 
Our sales organization knows about this ad. 
Address $744, care Boot and Shoe Recorder, 
140 Federal St., Boston, 





S ALESMEN WANTED—to carry manufac- 
turer’s line of goodyear welt dress shoes to 
retail from $3.00 to $3.50. Limited territories 
available. Address $743, care Boot and Shoe 
Recorder, 140 Federal St., Boston, Mass. 


ren wanted to represent novelty line 

beach sandal footwear for Florida with 
we BL in Miami, Louisiana with residence in 
New Orleans, Illinois with residence in Chicago. 
Full information in first letter requested. Ad- 
dress $748, care Boot & Shoe "ibewde, 239 
West 39th Street, New York, N. Y. 








HELP WANTED 


ANTED—AN experienced shoe jist who 
Wins — of Women's 


rite $730, dg Ty Bh 
239 39 West 39th Street, New York City, N. Y., 
ane, SRS ae chronological record of ex 








Upset. oF OPPORTUNITY for experienced 

and Corrective Sales clerk (male 
or my in new branch store of exclusive 
shoe business - Fe New York territory. 
Give iy y= Address $747, care 
Boot & Shoe ee | 239 West 4 Street, 
New York, N. Y. 


H42> SOLE SLIPPER LINE WANTED 

by widely known salesman covering Metro- 
—- and suburban territory including Chain 
tores, Mail Order Houses, tment Stores, 
Resident Offices and Jobbers. Capable of volume 
production. Commission basis. No drawing 
necessary. Address $741, care Boot & Shoe 
ae ne 239 West 39th Street, New York, 
a’. . 


A LIVE WIRE SALESMAN desires to tie 
up with a live wire manufacturer of shoes 





or sli s who representation in New 
York City. Have excellent contacts for doing 
real job. Address $738, care Boot & Shoe 


a 
a aaa 239 West 39th Street, New York, 





POSITION WANTED 


MANAGER. SALESMAN—15 years’ Retail 
Experience, New York City Orthopedic, 
Family and Chain Stores. Will leave town. 
Address $745, care Boot & Shoe 7 239 
West 39th Street, New York, N. 


por A SHOE MERCHANDISER TO 
WORK! He is young, » well-informed, 
and has had 18 years’ experience and training 








in the shoe es — ~ the 
buying markets, energetic orig- 
inal window trims. TRVING 2 Zz MICK. 6023 


Chestnut Street, Philadelphia, — 


DESIRES change; Man over 35, with 12 

years’ experience in shoes, willing to go 
any place. Chance for advancement more than 
salary. Best references. Can leave any time. 
Address $648, care Boot & a eee 239 
West 39th Street, New York, 








FOR RENT 








Excellent ity ter 

of women’s 
Se Ser ae Department 
now operating available for new 
tenant June 1, 1940. Present volume $25,000—can 
do $50,000. | 
Address 


746, ¢/e BOOT AND SHOE RECORDER, 
Mass. 





140 Federal St., Boston, 














Leases Wohl Department 


HetenA, Mont.—J. H. Chodes re- 
signed as manager of the Wohl shoe 
department in Champaign, IIl., and has 
leased the shoe department in the 
Fligelmann Department Store. He is 
conducting this department under the 
Wohl plan and is featuring Connie, 
Jacqueline and Natural Poise Shoes. 





SALES EXECUTIVE! 
Women’s Welt Sport Shoe Factory 
Owners will consider financially inter- 
ested sales executive to manage cur- 
rentl x. rating plant. Factory can 
a e “y Ree in either volume 

oF quality’s in Central 

est "hewn of 5,000, 
a workmen and no labor prob- 
lem. Economical overhead — excellent 
factory building with finest equipment, 
with present capacity 1,200 pair daily. 
Sale executive qualified to head organi- 
zation must be able to furnish some 
capital to justify present owner confi- 
dence in his successful sales promotion 
and management. 
No problems, except sales. 

Address 715, care of 
BOOT AND SHOE RECORDER, 
208 Se. State St., 
Chicago, Ill. 














FOR LEASE 


PART of store and office for lease. 
able rent. In the heart of the shoe 
Apply Advance Slipper Corp., 134 Duane St., 
New York, N. Y. 





i 





FOR SALE 


FOR SALE: Shoes and Dry Goods Store, 
going business for 20 years. Old Age. Popu- 
lation about 10,000; between Hartford and New 
Inventory $16,000. Cen- 
tral Location. Address $742, care Boot & Shoe 
agen 239 West 39th Street, New York, 











Edward C. Pease Co. 


Remodeled 


THE DALLES, OrE—The Edward C. 
Pease Co. department store has been 
completely remodeled. Special treat- 
ment was given the shoe department, 
which is finished “in light oak. New 
lighting fixtures were included in the 
modernization program. Edward C. 
Pease is president and general manager 
and has been active in the store since 
it was founded 56 years ago. All dur- 
ing this time he has been a constant 
Boot AND SHOE RECORDER reader. 
W. C. Pease is shoe department buyer, 
assisted by Grover Strider; the latter 
has been with the company for the past 
12 years. 





should be counted. 


a 





mum charge, 75 cents. For all other 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
classified advertisements the rate is 7 cents per word. Minimum 


When a box number is desired twelve words should be added for the address. Im all other cases each word of the 


rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
pend oan ole. : 
Advertisements for page must be in our New York office on Friday of the week preceding publication. “W® 


charge, $1.25. 

















1940 





2en 
at- 
nt, 
ew 
the 


yer 
ice 
1r- 
int 
er. 
er, 
er 








BOOT anp SHOE RECORDER, May 18, 1940 





WANTED TO PURCHASE 








BUYERS OF 
MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shee stocks. 
Branded or unbranded. Generous prices. 

Write, wire or phone. 


BARSH & CEASAR 
14 8S. Third St. Philadelphia, Pa. 
Phone Market 9139 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 
106 Duane St. New York 
Phene WOrth 2-5377 and 5378 








WE BUY 
Entire or Surplus Wholesale and 7 
Stocks. Also randed Shoes such 
Walk-Over, Florsheim, Enna-Jettick, Vital. 
ity, Arch Preserver, Queen Quality, _ 


IRVIN } RUBIN 


89 Reade ried = Church 
Barclay 7-7887. New York City 








SHOE STORES WANTED 
FOR CASH 


retailing men’s, women’s shoes from $6.50 
and up having short term leases. 
in confidence to 


Write 
A. L. BARIS, Pres. 
BARIS SHOE oo. S86. 


79-81 Reade St., New 
nn by Tp hey 

















Mitchell & Peirson Reorganize 


PHILADELPHIA, Pa. — Mitchell & 
Peirson, Inc., has announced a reor- 
ganization and a number of personnel 
changes. 

Randolph P. Butler, until recently a 
vice-president of William Amer Com- 
pany, is joining the reorganized com- 
pany as vice-president and general 
manager, under William C. Hunneman, 
Jr., who continues as president and 
treasurer. 

Tannery operations will continue un- 
der the direction of Henry G. Fenlin, 
the new vice-president in charge of 
manufacturing, who formerly occupied 
the same position with Robert H. Foer- 
derer, Inc. 

The company’s agents in the various 
shoe centers will as in the past be 
prepared to take care of customers’ re- 
quirements without interruption, and 
will continue to devote their efforts to 
the interests of the company and its 
customers. 


Bowman Bros. Store to Open 


Boone, Iowa—Bowman Bros., who 
operate a chain of eleven high-grade 
family shoes throughout the State of 
Illinois, are opening a new store in this 
city. Headquarters for the chain are 
in Monmouth, Ill. 


Philadelphia Shoe Merchant’s 
Guild, Meets, Plans, Lunches 


PHILADELPHIA, Pa.—There was a 
meeting of the Philadelphia Shoe Mer- 
chants Guild held on Tuesday of this 
week at the Hotel Adelphia for the 
discussion of matters of general busi- 
ness interest of concern to the member- 
ship and especially the setting of a 
date earlier than which general clear- 
ance sales would not be held. This 
date incidentally was fixed as July 1. 

Along the same lines there was a 
general discussion as to the procedure 
to be followed in the event of circum- 
stances making necessary general an- 
nouncements of other offerings at re- 
duced prices, prior to the agreed upon 
open months for such offerings, which 
resulted in a resolution being passed 
that any member of the Guild contem- 
plating a sale of such character should 
through the president advise the mem- 
bership of such proposed method at 
least two weeks prior to the holding 
of the sale. 

The meeting was called to order by 
president T. Dun Belfield and after the 
reading of the minutes and considering 
various items of correspondence Mr. 
Frank Walton, recently made head of 
the shoe department of Bonwit Teller 
store in this city, was placed on the 
membership rolls, succeeding Mr. Good- 
man who has relinquished the Bonwit 
Teller post here. 

The names of two other Chestnut 
Street retail heads were presented 
with the suggestion that they be in- 
vited to join the Guild and were favor- 
ably acted upon. This is the usual pro- 
cedure, and the invitations will be 
extended and, if accepted, will be acted 
upon favorably of course at the next 
meeting of the body. 

Considerable discussion developed 
around a plan for concerted action 
apropos of a specified date and promo- 
tion for the formal opening of the Fall 
selling season that would be partici- 
pated in by the Guild as a body 
as well as by all of the individual mem- 
bers. A number of constructive sugges- 
tions were made along these lines all 
of which were referred to the publicity 
committee of the Guild, Messrs. Silver, 
Roff Goldman, together with Mr. 
Berger, who will also concern himself 
with this activity. The group is to 
formulate suggestions and to report at 
the next meeting of the Guild to be 
held at the call of the chair. 

In an election to fill the vacancy on 
the Board created by the withdrawal 
of Mr. Goodman, Mr. Berger was nom- 
inated and unanimously elected. 

The meeting as usual was followed 
by an informal luncheon at which the 
various matters brought up, as well as 
many others of interest to shoe men, 
were discussed. Mr. Arthur D. Ander- 
son, editor of the Boor AND SHOE RE- 
CORDER, was an invited guest at both 
the meeting and luncheon, and spoke 
of the Guild as representing a real 
working democracy in the particular 
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FITTING SYSTEM 
1 INCREASE REPEAT SALES 
Satisfied customers return 
2 ATTRACT NEW CUSTOMERS 
One tells others 
3 SAVE % OF FITTING TIMF 
Cut down try-ons 
Write for Deseriptive Felder 
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division of the shoe trade in which it 
functions, and as one of the two out- 
standing organizations of its kind in 
the United States. 





Walter B. Poe 


LITTLE Rock, ARK.—Walter B. Poe, 
44, who was affiliated with several 
shoe stores in Little Rock in recent 
years as buyer, died at his home, 507 
North Palm Street, recently. For the 
past 16 years he had been shoe buyer 
for Kempner’s Shoe Store here. Prior 
to his association with Kempner’s, Mr. 
Poe was with the A. B. Poe Shoe Stores 
in Little Rock and Texarkana. 

He was a member of the Pulaski 
Heights Masonic Lodge, a Scottish Rite 
Mason, a Shriner, member of M. M. 
Eberts post of the American Legion 
and of the Pulaski Heights Methodist 
Church. 

Surviving are his widow, Mrs. Linda 
Poe; a son, Harry Lee Poe; two sis- 
ters, Mrs. Ann Holtzman and Mrs. 
C. L. Hefner; two nephews, J. W. Hef- 
ner and Harry T. Holtzman, a niece, 
Mrs. Alvin Bolling, and an aunt, Mrs. 
H. Holiman, all of Little Rock. 

Funeral services were held at the 
Pulaski Heights Methodist Church, 
conducted by the Rev. Neil Hart and 
the Rev. J. E. Cooper. Burial was in 
Roselawn Memorial Park here. 





